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Trade-in Solution 


ITH the cover and six inside 
pages devoted to our survey 


of dealer conditions, perhaps 


you think we have given enough space 
to the subject. However, I'd like to 
take this place to point out two im- 
portant elements of this study. 

First in relation to the possibiliti- 
ties of 1938 business. I think it is of 
the greatest significance that 83 per 
cent of the dealers reporting on this 
question expect an increase in their 
washer business for this year. Confi- 
dent forecasts of increased business 
coming from manufacturers are 
looked upon with some skepticism by 
the dealer trade. But here are dealers, 
themselves, of all types and from com- 
munities of all sizes, looking forward 
to passing their 1937 sales figures. 
These men are close to their own 
business situation and close to the 
prospects in the communities they 
serve, and when they forecast a busi- 
mess increase it is because they are 
confident of getting it. 

Another important disclosure is one 
that presents a pretty grave problem 
to appliance dealers: the rising per- 
centage of trade-in business. Washing 
machine trade-ins represent a high 
proportion of the washer business of 
these dealers and the majority of 
these traded in washers are either re- 
conditioned for resale or resold “as 
* They go back into the market. 
Whether these washers can be easily 
moved and whether they represent a 
profit or loss to the dealer depends 
on the amount he has been forced to 
allow, and this in turn depends less 
on the individual dealer than on loc! 
competition and market situation. 

With refrigerators also the 
centage of trade-ins is high, and here 


Is. 


an overwhelming proportion of trade- 
ins are old ice boxes. To make an 
allowance on an old ice box, which 
is nothing but junk, against a new 
electric refrigerator is only another 
way of cutting the price. It is not 
good business in any definition, but 
here again, the practice is forced by 
local conditions of competition over 
which the individual dealer has little 
or no control. 

Many letters and comments accom- 
paning the returned questionnaires, 
expressed the greatest concern overt 
this trade-in problem, anid not a few 
dealers feel that trade-ins menace 
their very existence as independent 
business men. 

But serious as the situation has be- 
come, it is not without remedy. The 
remedy is in the hands of the dealers 
themselves, and we are glad to be able 
to print in this same issue an account 
of how, by local action, a group of 
level headed business men are con- 
trolling this problem. Kansas City 
has set an example and has worked 
out a pattern for the control of this 
situation. We commend it to the in- 
dustry as an example that can be 
easily, profitably, and widely followed. 


Modern Kitchen Bureau 


MONG the projects under way 

which will favorably affect appli- 

ance business this year is the campaign 
of the Modern Kitchen Bureau. 

The plans just announced for a 
sales and advertising campaign with 
more than $350,000 in the kitty will 
stimulate an already vigorous move- 
ment. The electric range is showing 
wonderful sales strength. Of all ap- 
pliances it is the one that predictions 
of increase in 1938 can be made most 
confidently. The market for replace- 
ment of cooking equipment is, by any 


standard, enormous. People have put 
up with junk in the kitchen for so 
long that kitchen rehabilitation and 
especially the replacement of the cook- 
ing range takes number one place on 
the budgets of countless American 
families. 

Millions of homes that own elec- 
trical refrigerators realize what one 
major electrical device will do in the 
kitchen. They are already half sold 
on the new electric ranges and on the 
electrically modernized kitchen which 
calls for the third major kitchen de- 
vice—the electric water heater. 

The ground work has been laid for 
this broad campaign in local kitchen 
bureaus which have been set up, and 
the amount of promotion which has 
already been done. There are now 160 
local modern kitchen bureaus through- 
out the country, and in addition much 
sales work is being done in localities 
without formal bureau organizations. 
These local bureaus, representing all 
factors in the local trade, were one of 
the most effective factors in spread- 
ing the gospel of the electric refriger- 
ator. It was seven or eight years 
ago and by these electric refrigeration 
bureaus that the immense practical 
sales value of dealer and utility cooper- 
ation was completely demonstrated. 
There is no question but that the Mod- 
ern Kitchen Bureau can repeat this 
great accomplishment. The advertis- 
ing campaign planned is extensive and 
local activities are planned which will 
coordinate with national activities. 
This movement should prove a great 
and effective impetus not only to range 
sales but to the sale of all major home 
appliances. 
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Dealer 

BIGGER CLEANER PROFITS} 

their 

HERE’S NEWS! General Electric — world’s largest electric es to | 
appliance manufacturer—and Larvex—best known moth pre- P 

ventive join hands in a deal that’s a natural! ny of 


Priced within the range of every housewife, this deal offers m ev 
sure protection from a menace every woman fears. 


any 
Annual Moth Damage $200,000,000 t “Wa 
You don’t have to sell Mrs. America protection against moths. lustry 
She knows from bitter experience that she needs it. $200- 
000,000 a year is the bill she pays for neglecting it! And it's r mac 
easy to show her why this G-E—Larvex combination is the f you 
one way she can be sure of protection. y “ 
The National Bureau of Standards states that Larvex as a reatir 


moth-proofing agent is acceptable to them. The U.S. Depart- ere ar 
ment of Agriculture states, “If reliance is placed on moth- ite no 
proofing solutions, it is wise to have the solution applied by 

a power outfit.” LI 


G-E the Only Cleaner Offering This Tie-up 
And Larvex has chosen the famous G-E Cleaner with its new 
power sprayer for this exclusive deal. Backed by extensive 4 £ 
advertising in newspapers and magazines, the G-E—Larvex 
combination will stand out as the one sure method of moth 
prevention. 


For Bigger Profits Join This War on Moths 
The barrage is already under way, the battle cry, “Get the 
dirt, then get the moth.” Enlist now for bigger cleaner profits! 
Display and push this combination offer and cash in on the 
G-E war on moths! Your distributor has a special deal for 
you, Mr. Dealer. Let him tell you about it today. 
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HEREVER “Water Flex” equipped washers were displayed 
at the January Household and Furniture Shows, everyone 
s talking about this revolutionary new type machine. 


ew products in the history of the trade have ever won such 

iversal comment and instant approval. “Water Flex” demon- 
ations at the Birdsell, Beam and Coppes booths packed ’em in 
i quickly aroused enthusiasm that said it with orders. 


Heres Why 


THE AGITATOR IS GONE 


Dealers and distributors were quick to concede that “Water No moving part touches the clothes. There is 


; x” was a winner. They wanted the same crowd-pulling power no mechanical wearing action of any kind— 
their own salesrooms and the same definite washing advan- er oe eee 

E Res to close sales with their own prospects. Orders poured in— 

: ny of them for carloads. Selling franchises were eagerly sought THE WATER DOES ALL THE WORK 

m every section of the country. There was no longer room Surging, swirling currents of swift’ moving 


any doubt even by the most skeptical. Now, everyone knew 
t “Water Flex” equipped washers were the answer to what this 
» flustry has been waiting for—a radically different and supe- 
. r machine with an irresistible, order-getting appeal. 


water, hold clothes in suspension— keep them 
flexing while the water gently flushes out 


every particle of dirt. 


f you are to share in the big opportunities that “Water Flex” 
reating, you should lose no time in getting in your application. 


WASHES EVERYTHING PERFECTLY 
AND SAFELY 


a 
- ere are still desirable territories open but they’re closing fast. Water Flex” is ideal for silks, laces, woolen 
‘ ite now to any of our licensees named below, or to us. blankets, cannot harm anything that water 
LICENSEES: Beam Manufacturing Co., Webster City, lowa will not harm. No more need for hand wash- 
Coppes, Inc., Washer Division, Nappanee, Indiana ing of delicate pieces. 
4 Onward Mfg. Co. Ltd., Kitchener, a. Canada 
; FHE BIRDSELL CORPORATION LABORATORY TESTS PROVE 
, 102 South Columbia Street, South Bend, Indiana EFFICIENCY 
Makers of Fine Machinery Since 1855 Laboratory tests prove that the “Water Flex” 
method cleanses thoroughly and swiftly. Even 
' badly soiled neck bands and cuffs wash clean 
e in 10 to 15 minutes without hand rubbing. 
r 


NO TANGLING OF CLOTHES 


No mechanism to snarl or tangle clothes. Cur- 
rents of water keep them straight. Come out 
smooth and wrinkle free. Cuts ironing time 
in half. Soft clothes iron easily. 


WATER FLEX TUB IS SELF CLEANING 


Eliminates the messy drudgery of washing and 
wiping tub by hand. Just turn on the washer 
and surging Water does the job automatically. 
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& 
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Retail 


Problems of Trade-ins... Business Prospects... Full-line vs. Independent 


Makes... Buying by Income Groups and Other Important Subjects 


Analyzed for Action in 1938...With Some Specific Comments by 
Dealers on the Business... A Survey by Electrical Merchandising} 


HE main thing to keep in mind 

in studying the results disclosed 

by this survey is that it applies 
only to independent dealers. We in- 
tentionally excluded from the study all 
public utilities, chain stores and mail 
order stores. The results, therefore, 
are from dealers only; comprising, 
however, all classes of dealers—elec- 
trical specialty dealers, electrical con- 
tractor dealers, hardware dealers, fur- 
niture dealers, department stores and 
that miscellaneous group of dealers 
that includes automotive and other 
types of retailers. 

The statistical method chosen is in- 
creasingly regarded as one of close 
accuracy: the sampling method, with 
wide geographical distribution, and 
coming from all elements concerned 
with the problem under study. If, as 
in the case here, we have dealers of all 
types, from all sizes of community 
from small to metropolitan centers and 
from substantially the entire country, 
we have a sufficiently broad sample of 
electrical retailer experience and out- 
look to give us an accurate picture 
for all dealers. 

Statistically the sample is a broad 
one. At the time we began tabulating, 


there were 820 questionnaires returned 
from as many dealers in 570 different 
towns and cities and from 46 states. 

Dealers were asked to report the 
brands of appliances which they han- 
dled, and one of the tables shows the 
brands reported on washers and iron- 
ers, refrigerators and ranges. 

The brands reported include prac- 
tically every make under those classi- 
fications. Ranges reported include a 
considerable number of gas ranges. 
And gas refrigeration is also reported 
—an interesting indication of the scope 
of the business covered by the retail- 
ers who have cooperated in making 
this report possible. 


INVENTORIES 
CHARTS ON PAGE 9 


E CANNOT place too much 

weight on this report of inven- 
tories because of the fact that we have 
no previous year’s inventory report 
to compare them with. 

They have some significance, how- 
ever, and for that reason we have in- 
cluded them. A similar survey made 
next year, with this report as a basis, 
will show more accurately whether 
inventories are high, low, or normal. 


REASONS FOR WASHER 
SALES DECREASE 
CHARTS ON PAGE 9 

NIT sales of electric washers de- 

clined in 1937 as against 1936 
from 1,528,585 to 1,479,660, approxi- 
mately 3.2%. Sales of gas engine 
washers declined from 200,550 units 
in 1936 to 181,340 in 1937, approxi- 
mately 6.19%. The increase in aver- 
age price, however, carried the dollar 
volume on electric washers above the 
level of 1936 from $100,947,753 to 
$106,150,808. The shift of purchase 
from the lower to the higher average 
price is evident in this dollar increase 
as against the unit decrease. 

The chart shows the reasons given 
by dealers for the decrease in washer 
sales, in which only slightly more 
than half the dealers ascribe the de- 
crease to economic conditions. Other 
factors, as will be noted, are given 
high percentages of influence. 

The greatest decrease in business 
was in the sales of gas engine washers. 
This business suffered in spite of the 
fact that farm income has risen to a 
point nearly as high as 1929. It is 
reported by other suppliers to the 
farmer — implement manufacturers, 
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furniture, general sales, etc.—tha 
farm purchases have shown © grea 
increase. It seems quite clear 1 at thie 
reason for the fall-off in the purchas 
of gas engine washers was the propi- 
ganda made for the immediate exte: 
sion of electrical high lines to farms 
This farm electrification, proceeding 
at its present rate, will provide ele 
tric service within five years to litt’ 
more than a million farms, Thousand: 
of farmers who have postponed t! 
purchase of such wanted equipment 
as gas engine washers will still } 
waiting five years from now for elec- 
tricity. 

If this fact is conveyed to the 
farmer by means of the applian 
manufacturers’ advertising and _ the 
dealers selling and promoting gas er- 
gine washers, it will result in a more 
profitable and important market in ga‘ 
engine washers. 

Furthermore, as the electrical far 
market does open, it is vital to thos 
appliance manufacturers who expec! 
to serve this market that small-town 
dealer connections be established, for 
in the creation and building up of th 
small town market outlet the gas er- 
gine washer is still important. 
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\COME CLASSES 
BUYING BETTER WASHERS 


CHARTS ON PAGE I! 


HE query on the income classes 

buying the better washers reveals 
that the large percentage of sales is 
still in the medium income class. 
Well-to-do people, as is shown on the 
charts, are a substantial washer mar- 
ket. The low income market, on the 
other hand, is relatively neglected, and 
this is important in relation to the fig- 
ures on trade-ins. 

Here in this low income class, tak- 
ing but 8.26% of the washers as re- 
ported by dealers, lies the opportunity 
to move the large number of traded-in 
washers that are sold either recon- 
ditioned or “as is.” 

Manufacturers and distributors can- 
not ignore the problem of the trade-in. 
Dealer profits are to a considerable 
degree involved in their being able 
to handle trade-ins so that they at 
least get their money out. 

At the end of this study some quo- 
tations from dealers’ comments on 
trade-ins indicate the anxiety that the 
dealer feels on this question. Per- 
haps the solution lies in disposing of 
these trade-ins into homes where the 
income is too low to justify the pur- 
chase of a new washer, which takes 
the trade-ins off the market and be- 
gins the process of educating a new 
market on the value of the domestic 
washing machine. 


TRADE-INS 
CHARTS BELOW AND PAGE 8 


S SATURATION rises with any 
product, the question of replace- 
ment becomes of paramount market 
importance. Replacement sales to a 
large degree involve the trading-in 


against the new purchase and the old 
equipment. Just what proportion of 
appliance sales involve trade-ins has 
been a subject of debate and guess 
work, 

This survey is the first actual study 
of this problem, and reveals on the 


part of dealers a higher proportion of 


business involving trade-ins than had 
been anticipated in the trade. We are 
confident that this represents sub- 
stantially an accurate picture of the 
degree to which dealers are con- 
fronted with the trade-in problem. 
Bear in mind that this study covers 


Washer 


+ 


Note: Towns A are under 25,000 population; B are 25,000 to 
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dealers only, that utility sales, mail 
order sales and chain store sales are 
not included. Bear also in mind that 
according to dealer testimony and our 
own observation, dealers handle a 
higher proportion of trade-in business 
than do these other classes of retailers. 

As will be noted on the following 
charts, the electrical dealers handle 
the greater proportion of this trade-in 
business; and it is greatest in the 
small towns as compared with the 
metropolitan centers. It is probable 
that the total volume of trade-in busi- 
ness is somewhat less than the figures 


Selling 


here show, due to the fact that other 
large factors in the appliance business 
—utilities, mail order stores, and 
chains—handle less trade-ins than 
dealers do. 


DISPOSITION OF TRADE-IN 
WASHERS & REFRIGERATORS 
CHARTS BELOW AND PAGE 8 


ISPOSITION of traded-in wash- 
ers and refrigerators is also 

shown both by type of dealer and by 
size of town. The proportion of re- 
frigerator trade-ins is high as relating 
to ice-boxes, and is somewhat less 
than had been expected in the trade- 
ins involving mechanical refrigerators. 

It should also be pointed out in 
this connection that this figure should 
not be accepted too literally as apply- 
ing to the entire business. The sur- 
vey covers dealers only, and dealers 
do not handle much of the apartment 
house refrigerator business. If the 
apartment house replacements, which 
are handled by manufacturers’ 
branches or by large distributors in 
metropolitan centers were included, it 
may be that the percentage of trade- 
ins on mechanical refrigerators would 
be somewhat higher than this. 

Disposition of traded-in refriger- 
ators, as on washers, is analyzed both 
by type of dealer and by size of town. 

It will be noted in both cases that 
the “junk” percentage is very much 
greater in the metropolitan centers than 
in the small towns. 
FULL LINE VERSUS 
INDEPENDENT LINES 

CHARTS BELOW AND PAGE 10 


HE tendency of large manufac- 
turers to develop under one trade 
name a full line of appliances—re- 
frigerators, washers, ironers, and 


100,000; C are 100,000 to 500,000 and towns D are 500,000 and over. 
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ranges—has been a marked merchan- 
dising trend in the past few years. 
This study presents a cross-section of 
dealer response to this full line promo- 
tion—first, the dealers’ opinion regard- 
ing full line advantages, and second, 
and of more importance, the actual 
dealer practice in relation to this mar- 
keting policy. 

We find that a very much larger 
number of dealers expressed an opin- 
ion that the full line under one brand 
possessed sales advantages than the 
number who actually are specializing 
on the full line of one manufacturer. 
A reason for this may be found in 
the comments made by the dealers 
answering this question. In the ques- 
tionnaire we invited comment amplify- 
ing this opinion of the dealer toward 
the full line. The “yes” responses, how- 
ever, were most frequently qualified 
by the dealer. These indicate clearly 
that while the dealer believes there are 
many advantages in the full line of one 
manufacturer, he is not yet sold on two 
points. 

The one point most frequently men- 
tioned was, that the dealer is not con- 
vinced that all of the appliances mar- 


42.28% 


Handle Full Line 
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keted under one brand name are of 
equal merit. The second is that he 
is reluctant to commit himself and his 
local market status to one manufac- 
turer. A dealer believes he runs a 
serious risk in idenitfying himself so 
entirely with the products of one manu- 
facturer, for should the manufacturer, 
for whatever reason, withdraw his 
franchise the dealer is practically put 
out of business. 

The dealer, in other words, believes 
that by diversifying the lines he han- 
dies, he has protection against a de- 
structive shock to his business should 
one manufacturer withdraw his line. 

This study shows that the larger 
number of dealers—57.72%—are han- 
dling independent makes. One of the 
most instructive results of the survey 
is showing that of the 42.28% of the 
dealers who are handling full lines, 
only 17.25% were specializing exclu- 
sively on one full line; another 
25.03% handle one full line or two full 
lines, plus, independent makes. 

This multiplicity of lines handled 
is an indication of the degree to which 
the trade has shifted from specializing 
franchised dealers to a representation 


of several manufacturers’ products— 
a shifting in merchandising method 
from the specialty promotion of one 
product or one line to that phase of 
marketing where choice is left to the 
customer. While this represents a 
large portion of the trade, it is still, 
however, balanced by a considerable 
degree of specialization on single 
makes. Of these dealers handling in- 
dependent makes, we see that 34.11% 
specialize on one washer and 41.89% 
specialize on one refrigerator. 


E HAVE come to the final 

question put to the deaiers, as to 
whether they expect to make a drive 
in 1938 on the full line of one manu- 
facturer. 

We found that of the dealers who 
are handling full lines exclusively 
(17.25%), 94.35% expect to make a 
drive on the full line of one manu- 
facturer. 

Of those dealers, however, that 
handle full line plus independent 
makes, only 55.38% expect to make a 
drive on the full line of one manu- 
facturer. 


FEBRUARY, 


B are 25,000 te 100,000; C are 100,000 to 500,000 and towns D are 500,000 and over. 


PACE was provided on the ques-ff 


ccurs 


tionnaires for dealers to speak theirfgpentiali 


minds. 
all the dealers reporting expressed 
themselves on various phases of the 
business, and in quite outspoken terms 

From these comments we have se- 
lected those following representative 
of the whole. These were selected 
because they were sufficiently clear 
and pertinent to be useful. 


ON POLICY 


There is a large number of Appli- 
ance Distributors and Manufacturer: 
who are so anxious for dealers and 
sales, they will sell anyone, such a: 
farmers who do a little electrical work 
and any shoe-string dealer who has 
enough to buy one or two _ units 
Then when they do not move, he goes 
out and sells at a cut price to get 
his money. 

The trouble with the appliance busi- 
ness is the fact that the jobbers and 
manufacturers insist that we spend 
our money advertising their name 
(manufacturers) and then give us the 
boot if we don’t sell twice as many 
units as the market will absorb. 

There should be some method 
protecting dealers from the whims 
of the jobber, and also protecting the 
jobber from the manufacturer. [he 
industry will never become stable as 
long as the juggling of jobbers and 
dealers continues. 


If the appliance business is to con- 
tinue to exist and pay dividends in the 
smaller cities and towns,.it is my opit- 
ion the manufacturers and distribu‘ors 
are obliged to formulate some kin:! 0! 
program to stabilize the industry. 
may mean the dividing up of ti.os 
towns and cities so that only cer aif 
lines are franchised in each city, <iv- 
ing sufficient outlet without the u-ual 
price cut, give aways, etc., that 10 
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Pe RCENT: Or Disposition Or MEcHANICAL Disposition Or Mecnanic £ 
EALER RerRIGERATOR SALES Travep- In REFRIGERATORS ~Travep-In REFRIGERATO 
4 * * 
a 


omments dy Dealers 


1e ques.pgeccurs when there is but enough po- 
ak their fi entialities for good business to 4% 
o 4 of the merchants in a city or 


pressed own. tactics of distribution as 
of the (abeavy advertising on “heavy discounts” 
» terms ‘Big Trade Ins” and the placing of 
ave se-(areirigerator contracts with back alley 
entativeemrepair shops and coal dealers do not 
selected Mend cannot contribute anything good 
y clear the appliance business. 
* * * 
Appliance business will be more ef- 
| . Bifectively and profitably handled when 
Appl) Manufacturers sell direct to dealers 
acturers Hand eliminate jobber on several lines 
ers an’ Band on other lines—such jobbers who 
such a Biow exist should be converted into 
al work Bi direct selling retail specialty com- 
ho has panies. 
, oo From 18 to 20% margin is now 
he 80° Bbeing absorbed by distribution or those 
to 8 endeavoring to sell to the dealers— 
which amount of percentage should 
ce bus Moome to the retail distributor to use 
ers al" Bior direct sale promotion. 
This change of merchandising set up 
Mame shortly become effective through 
eus He natural trend of specialization 
S man) Bwhich is ultimately the proven need 
put appliance business on a profit- 
able basis. 
whims 
ting the 
r, The Exclusive dealers is the salvation of 
table as the small appliance dealer. Today we 
ers and MBhave six or sixteen dealers handling 
the same goods in the same town, 
and each and every one will have a 
different price. That pertains to any- 
thing and everything. What causes 
cae this situation, the distributor or manu- 
in the has the answer. 
aes Trips to Miami, Florida—if you 
ay opin- 
sibutors Men / radios. Trips to Atlantic City— 
kin of a YOU buy 4 or 5 radios. That is only 
try. Ite? few samples of what specials the 
£ those Obbers or distributors are trying to 
cer ‘ain nelp move their merchandise. The 
ty, <iv- dealer in turn goes on the trip but 
ual sells the merchandise at cost or 10% 
nat above, 
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Manufacturers and distributors do 
not give retail dealers proper protec- 
tion and cooperation in disposing of 
stock on hand when new models are 
put on the market. 

We urge more discretion on the 
part of some manufacturers in the 
dealers they appoint. We fight price 
cutters all the time in what you would 
expect to be a very first quality line. 

In refrigerators and ranges, we need 
larger discounts to take care of trade- 
ins. 


We are having some great trouble 
now with the jobber and manufac- 
turer selling our shops electric goods 
and in fact about every thing they 
can use. We have tried to stop this 
but have had no success in this. We 
cannot openly come out and stop this 
as we are in a small town and cannot 
afford to have to let the people know 
we dislike this practice. 
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I am living in a locality that has a 
steady income from milk with some 
crop money thrown in, in small 
amounts, about three times a year. 
They shop around like hell and then 
buy where they can get the lowest 
price and the smallest monthly pay- 
ments. The better class of people are 
wise to the fact that many factories 
are broadcasting their catalogs here, 
there, and everywhere, showing the 
wholesale prices on appliances and 
whether they get into the field or not, 
the effect is felt by the legitimate 
dealer. I am thinking of looking for 
something to sell except appliances 
although I am equipped to do a good 
job at it if it were possible. 

That’s off my chest. Maybe you 
know the answer. Darned if I do. 
Your paper may be able to do some 
good in this field and that is why I 
am saying what I think. There is an- 
other thing. Who the hell says what 
they think or mean what he says now 
anyway? Could your magazine get 


23.47 % 
Carry One Full Line 


+ 


Independent Makes 


the financial condition of the larger 
factories and let the trade know who 
to hook up with that are going to be 
here in a few years. I don’t mind 
pioneering a good line by a good com- 
pany even against the leaders if I 
know that when I get it going it will 
have some prestige. 


ON PRICES 


We have shown a decided increase 
in all our departments over last year, 
especially washers (79%) and re- 
frigeration (75%). This, we attribute 
to modernization of floor and new coat 
of paint. On our advertising, we have 
consistently featured low price. This 
year regular factory copy brought lit- 
tle if any results. 

Our large increases might be mis- 
understood to mean excessive trading, 
this not being the case as we had 
fewer trades, still showed a mark up 
of 3% to 5% better than average. 

My policy is—keep the merchandise 


~ 
} 
Maxes Do Nor Atways Speci: Line’ Does Nor Atways 
34.11% \ Independent Make : 
' Sell 3 Washers | Specialize In One 
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on your floor if unable to sell at a 
profit; don’t let the customer fix his 
own price. Thru this practice we lose 
a lot of business to chiselers, but show 
a decidedly better profit in relation to 
dollar volume, which this year will 
reach $75,000. 


* * 


Washers priced as low as $34.00 by 
such firms as Sears Roebuck do more 
damage to our prospective customers 
in the $10,000 to $50,000 home class 
than to the people who live in the 
moderately priced home. In the Miami 
and Miami Beach area, the homes 
many own are high priced. These 
owners, when it comes to a washer, 
usually for a negro maid, use the 
cheapest and naturally the least well 
to do buy a $34.00 washer. So our 
business is greater among the people 
of moderate circumstances. 


* * * 


Washers are purchased in the mid- 
dle and low income brackets. As peo- 
ple emerge from these brackets up- 
ward, they have no use for washers 
because the laundries do such good 
jobs at such low prices. On the other 
hand, those women to whom home 
laundries appeal are tired of running 
to the door every three minutes to 
answer salesmen selling washing ma- 
chines. The direct canvas route is 
fast dying out and washers from now 
on will be sold over the counter. 

Washers today will have to be sold 
on the merit of the item and not be- 
cause a man is “working his way 
through College” or “has a premium 
to offer.” The customer feels at the 
present time that there is no bottom 
to the market because there are so 
many types of bait such as the giving 
away of merchandise or cutting the 
price of the wiring job, as is done in 
the small stores. These kind of things 
make it difficult to sell legitimately 
and thereby slowing up the whole 
process, 


Terms offered by financial com- 
panies and utilities too liberal for the 
We finance our 
Maximum on refrigera- 


good of all concerned. 
own sales. 


41.89% 
Specialize on 
One Refrigerator 
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tors 18 months, other products 12 
months. Minimum down payment 
10%. 


3ulk of customers want a washer 
to do a quick, thorough job, and to 
be easy on the clothes and other re- 
finements not so important. Believe 
manufactures should simplify number 
of models of washers, ironers and re- 
frigerators to give customer better 
values. No reason to hold some of 
the merchandise so high. The value 
is not there and you cannot kid the 
public. If the manufacturer can make 
cheap models for chain stores, they 
can do so for independent dealers and 
should do so. Too much bunk, high 
power salesmen and frills—would sug- 
gest they come to earth and cut out so 
much hot air. 


* * 


I sincerely believe that the larger 
manufacturers would be smart to 
build two real low priced “Come on” 
washers. 

The quality should not be spared to 
the extent of injuring their reputation 
(the dealer or the manufacturer), yet 
sold at competitive prices with Sears 
Roebuck, “Specials”, or any other ex- 
tremely low priced good “Special.” 
The salesman’s commission for selling 
one of these models should be exceed- 
ingly small (possibly 4%) so these 
low priced washers would serve their 
purpose as a “Come on” only. 

Thus other retail dealers handling 
the “quality” lines would be able to 
attract a certain buying public whose 
eye is always first attracted by price 
and in most cases then “stepped up” 
to more profitable and higher priced 
machines. 


* * 


All manufacturers keep prices up 
knowing dealers have to have long 
margin, the general public compare 
all standard makes with catalog 
houses, which is from $10.00 to $15.00 
lower. Catalog houses get the deal 
and consumer does not mention his 
old trade in, so I am heartily in favor 


13.35% 


One Extra Washer 


of taking smaller percentage of profit, 
providing distributor and manufac- 
turer will lower their profits. The only 
way you can lick catalog competition. 


ON TRADE-INS 


Distributors and manufacturers do 
not give enough profit to small dealers 
to allow sales expense or large trade 
ins. They advertise price, making it 
necessary for dealers to absorb all 
freight, trade ins, etc. 

Manufacturer should deal direct 
with dealer—jobbers are getting to be 
regular 3 ball joints. 

Regarding washers and ironers— 

We sell 85% of all ironers within 
area of 75 miles—however this 
amounts to only 8 in past 11 months. 
People in this area are not educated 
to ironers. 

We have never sold an electric 
washer over $109.00. There has not 
been a spinner sold within area by 
any dealer for over 4 years. 

Get on the manufacturers and dis- 
tributors—they are the boys holding 
us back. 


* * * 


We wish that radio and washer fac- 
tories would set higher list prices to 
help the dealer absorb the trade in 
without loss of profit —A $69.50 
washer would be marked $79.50, but 
bought at a discount from $69.50. 
Then $10.00 would be allowed for 
trade in, 


This has been a good business so 
far, but if the factory doesn’t help us 
on trade ins, it is going to be bad. It 


looks like it will be like the auto busi- 
ness. 


There should be a margin of profit 

great enough to take care of trade ins. 
* * 


We sell several Radios. 
We run a Washing Machine Re- 


pair Shop. We don’t consider our 
Washer trade ins hurts us much. Our 
used Washer Department is a part of 
our business. 


* * 


We are in favor of national legisla- 
tion regulating trade ins. We favor 
less cooperative advertising and big- 
ger discounts from the list. The manv- 
facturer is selling his outlets with 
small discounts and will eventually 
drive his accounts and private brand 
merchandise where the merchant can 
make a decent markup. Manufacturers 
should police their dealers as og Se 
trade ins. If he does not, Uncle Sam 
will make him. 


* * * 


For your information, we have 
formed an association of Electrical 
Appliance Dealers of which I have 
been elected president. Our member- 
ship consists of about 28 out of a 
possible 30. The most outstanding ac- 
complishments has been a gentle- 
man’s agreement that no member use 
a fixed trade in allowance in advertis- 
ing any major electrical appliance. 
This agreement has been adhered to 
and is a starting point to more satis- 
factory appliance merchandising in 
this city. 


Manufacturers of  refrigerators— 
using the 5 year Guaranty are unfair 
to dealers. The customer pays the 
$5.00—so does dealer—the manufac- 
turer gets the full $5.00—yet dealer 
has to assume all expense of replace- 
ment units the first year. The dis- 
counts, in view of trade ins, wiring of 
houses for plug outlets—service, etc. 
are too low. Then too, the salesman’s 
commissions are universally large— 
the dealer gets what is left. 


*_ * * 


75% of our trade ins on refrigera- 
tors are in models customers have 
purchased without thinking of maker, 
or service when they go bad. 
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\Ve believe washers have slowed up 

me, due to a more conservative atti- 
ude of the dealer towards trade ins. 

Only allowing a figure that will 
tand a reasonable mark up, which if 
verlooked, will only result in failures 
for the dealer. Owners should be 
oming in for a nice increase in as 
much as the pioneer work has been 
lone. 

And, of course, a refrigerator is no 
onger considered a luxury but a real 


necessity. 


Manufacturers should make a 
greater effort to protect dealer profits 
—by insisting on price maintenance 
and legitimate trade ins. 


ON FULL LINE 


We decided in our own case that it 


was advisable to allow ..... to take 
their franchise rather than drop our 
business. 

Our experience with the ..... 


full line showed that some items were 
good, some fair, and some very bad, 
making it not practical for a dealer 
to handle just one line. There is still 
another big reason for a dealer to 
build his business around his name 
rather than around the manufacturer’s 
name. It means that a dealer is not 
at their mercy in case they wish to 
take the franchise. It also leaves the 
dealer free to watch for outstanding 
products from the entire field and 
handle them. 


* * * 


Our experience to date has shown 

that no manufacturer has been able to 
make a complete line of appliances 
that are 100%. 
..... has done the best washer job. 
the best refrigerator and range. 
and the most popular radio. 
.... the most popular cleaner. 


*_ * * 


Regarding questions 4 & 5. 
The 8 manufacturers trying to pro- 


y DEALERS 


mote this program are using one or 
two good lines to force their other 
lines on the dealer and the public, and 
to be frank, every one of them has 
at least one new line which to say the 
least lacks the period of field use to 
show the weaknesses. 

Furthermore, these manufacturers 
expect to have and try to get several 
exclusive dealers in their lines in the 
larger towns. The electrical industry 
is a jobber industry, and when a 
dealer ties up to one line he ties to 
one jobber and if the manufacturer 
changes jobbers, the dealer may find 
himself out on a limb in the middle of 
the season. With split lines, he may 
may be crippled in one while chang- 
ing, but the remainder carries the 
burden in the meantime. No dealer 
can switch lines without considerable 
cost to himself and if it involves all 
his items it may be extremely seri- 
ous. 

Consequently, manufacturers and 
jobbers being what they are—‘“‘volume 
business today, let next year take care 
of itself.” There can be no long range 
planning by the dealer when he ties 
to one manufacturer. 


* * * 


With more reference to question 
No. 5 which I feel is the most im- 
portant question on the list, I wish to 
say that no manufacturer can build 
the best in all lines. They may build 
a good refrigerator and a poor washer 
or radio, or vice versa. In fact, I 
believe that if the manufacturer would 
stay with their line and try and better 
same instead of trying to add new 
lines that the manufacturer, dealer, 
and consumer would be better off in 
the end. I could name a few com- 
panies who have made outstanding 
articles and added others to their line 
which were not first class merchandise 
and did them no good in the end. 

Any dealer who handles a full line 
can be wrecked by the manufacturer 
if they decide to cancel out the dealer. 
I have known dealers who were can- 
celled out. I am writing from what I 


have seen. The following dealer did 
not get as much business as the former 
dealer; conditions here may be a con- 
siderable difference than at a point 
some 200 miles from here, and it is 
not always the dealer’s fault when they 
are not getting as much business as at 
a point a distance of only a few hun- 
dred miles. 

We have been in the Appliance 
business for over ten years, and have 
not had the trouble of being cancelled 
out. I know one manufacturer who 
had six dealers in a certain town in 
four years. In 1936, their dealer sold 
about 100 Refrigerators and was can- 
celled out because they did not think 
he was selling enough of the other 
lines they manufactured. They 
changed dealers and the refrigerator 
business dropped 70% in 1937, and 
their other items also showed a very 
substantial decrease, another case of 
not giving a good dealer a chance to 
make good. 


© 

We have been New Car Dealers 
since 1917, 

In 1926, we took on..... Re- 
frigerators, and have been adding 


more appliances each year— 
for 1938, we expect to take over our 
entire county for..... Commer- 
cial Appliances, and the final answer, 
will be, for us to get out of the auto- 
mobile business. I see a bright future 
with 


ON BUSINESS PROSPECTS 


Due to industrial conditions pre- 
vailing last two months, washer sales 
have fallen off heavily— 

I am of the opinion that the demand 
for washers in the past three years 
have been abnormally high, owing to 
the fact that no replacements were 
made in the depression period and as 
soon as people got to work about 
1934, they replaced their worn out 
washers. In 1934, our volume was al- 
most altogether in the cheaper models 
$54 and under, as working conditions 
and wages increased we found we 


could sell better models, and for 18 
months our volume has been in wash- 
ers $68 and up. 

We believe that the bulk of replace- 
ment of worn out washers has al- 
ready been sold, and that 1938 busi- 
ness will be only about normal 
replacement of normal amount of 
obsolescent washers. Whether this re- 
duced volume will approach normal 
remains to be seen—it depends on 
what Roosevelt does with this “here 
now” depression. 


Ours happens to be the small Coun- 
try Town Hardware Store where we 
do things much differently than in the 
larger towns and cities. We know all 
of our customers, call them by name 
when they enter our store and always 
know if or if not they are entitled to 
credit. 

High pressure sales talks do no 
good in a small town hardware store. 
We appreciate the fact that we can 
show a prospective customer a list of 
150 to 200 owners of a certain range, 
washer, or whatever the case may be, 
and are very glad to have them abide 
with some one else’s judgment, there- 
by cutting down a lot of sales re- 
sistance, and paving the way for more 
thought on what you are trying to 
sell. 

We believe that our increase on 
washer, ranges, ironers and refrigera- 
tors has increased over the last year 
because people had more money to buy 
them with and the need was greater 
on the account of poor living condi- 
tions the years previous. 


* * * 


Handling a large part of the for- 
eign trade in this section of the city, 
we can see plenty of business ahead— 
(with the problem of unemployment 
overcome). People want to buy. But 
they cannot and will not as long as the 
labor question is in its present un- 
settled position. People locally blame 
C.I.O0. and unions for their present 
difficulties, as well as capital’s refusal 
to make work. 

Those who are working are afraid 
to spend—those who aren’t, can’t 
spend. Yet all need merchandise. 


Note: Towns A are under 25,000 population; B are 25,000 to 100,000; C are 100,000 to 500,000 and towns D are 500,000 and over. 
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OST persons like a_ story. 

And this is a story. It’s about 

an effort to curb “chiseling” 

—that elusive defect in human nature 

that has been with us since the dawn of 
civilization. 

Better still, it’s a story of a cooper- 
ative, successful effort among the deal- 
ers of Greater Kansas City to curb 
disastrous, demoralizing, profit-reduc- 
ing chiseling on electric refrigerators. 

Successful means a number of 
things, but reckoned in terms of cold 
cash, the gain in 1937 net profits to 
the dealers is set at $84,150. An aver- 
age of $990 per dealer. 

Why does there have to be chiseling 
on a product that serves a human need 
like few other products—and one that 
has almost universal acceptance? Just 
plain cussedness in human nature is 
the best answer I can give—and that 
involves a lack of faith in the other 
fellow. 

Sut let’s quit philosophizing and 
get down to brass tacks on this ham- 
mer and chisel game. 

Yes, there was very little chiseling 
on electric refrigerators in Greater 
Kansas City in 1937. That local trad- 
ing area involves Kansas City, Mis- 
souri, 415,000 population; Kansas 
City, Kansas, 130,000; Overland Park. 
Kansas, 600; Merriam, Kansas, 400; 
Shawnee, Kansas, 600; North Kansas 
City, Missouri, 3000; and Independ- 
ence, Missouri, 16000; total popula- 
tion is 565,600. There are 14 distribu- 
tors of electric refrigerators and 85 
dealers. The latter are of all types 
and descriptions, and well scattered— 
not the most desirable kind of a situ- 
ation, by any means. 

Yes, there have been codes on trade- 
ins on ice-boxes for several years. 
But these were purely voluntary in 
their nature, still leaving the old adage 
that “God helps those who help them- 
selves” very much in evidence. How- 
ever, these codes did plenty of good. 
They didn’t work 100%, nor anywhere 
near that figure, but the advantages of 
the codes far outweighed the disad- 
vantages—and that’s what counts. 

Well, it all started with the hiring, 
by the Electric Association of Kansas 
City, of Gerald E. Stedman of Mil- 
waukee, to come to Kansas City and, 
in cooperation with Electrical Mer- 
chandising, conduct a market survey 
and sales training course. We won’t 
go into that, as it was all covered fully 
in the April 1937 issue of Electrical 
Merchandising. 

Stedman held separate sessions 
with the retail salesmen, the distribu- 
tors and their salesmen, and the deal- 
ers themselves. In all of these ses- 
sions, he hammered on the silliness 
of chiseling, the God-given right to 
a profit, and the desirability of fair- 
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erator sales. 


purchasing for a group. 


employer. 


a contract from a customer who 
appliance. 


9—There shall be no price concessions 
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KANSAS CITY DEALERS HAVE 
AGREED ON THESE PRACTICES 


 |—Ne allowence or trade-in shall be made for an ice box on electric refri 
No dealer shall lead « purchaser to believe that a 
portion of a discount given off the regular price of @ previous model 
repossessed refrigerator is given as an allowance for an ice 


2—Ne discounts shell be given by any dealer to any purchaser for 
- 3—No discounts shall be given to any group of purchasers or any individ 


4—Every dealer shall have the right to decid 


di. oft 


his own employees, but shall not permit his employees to make anaes 
for friends or relatives at a discount, 
not to discuss discounts given them with outsiders. : 


5—No dealer shall accept an order from a salesman employed by ano: 
dealer and if offered an order by such salesman shall report it to 


all refrigerators on all dealers’ display floors shall be plainly marked 
indicating year, model and price. Repossessed and previous year models 
may show former price, amount of reduction and must show new price. 


‘J-Ne dealer or salesman shall attempt to break down @ sale or + 
has 
8—No dealer shall permit a salesman to share his commissions with a ¢ 

tomer, or make a down payment or portion thereof for a customer. 
by the giving of premiums of any ki 


Employees should be instructe s 


definitely placed an order for 


play and good sportsmanship. 

So, he sowed the seeds of sound 
cooperation. That was one thing. The 
second thing was the fact that the 
dealers had been called together, and 
they held little informal sessions after 
Stedman poured the molten metal of 
cooperation and sound selling into 
their hearts and souls. 

Now, comes one Gordon Buck, 
chiseler supreme, and proprietor of 
two stores operating as the House- 
hold Utilities. Buck hadn’t wanted to 
chisel, but he believes in doing well 
anything and everything that he does. 
And, man, did he chisel in 1936? Yes, 
and the same could be said of L. H. 
Carr, manager of the Great Western 
Appliance Co. 

These fellows did a real job of sell- 
ing in 1936, but as they expressed it, 
“We had a great time fighting custo- 
mers on trade-ins and cash discounts, 
and fighting other dealers for business. 
We sure sold refrigerators, the other 
dealers thought we were lousy chisel- 
ers, (and you bet we were), but at the 
end of the year we found we had 
chiseled down to our undershirts. The 
profits just weren’t there. But other 
dealers insisted on chiseling, and we 
thought we'd show them how to 
chisel.” 

Well, Buck, backed by Carr, became 
fired with the evangelistic spirit of 
Billy Sunday and Aimee Semple Mc- 
Pherson. He talked and agitated, and 
stirred up a lot of enthusiasm. 

The result was a dealers’ meeting, 


on a Wednesday evening, well attend- 
ed, where a committee of twelve was 
appointed to draft a code of ethics, 
or fair-trade practices. This was done 
the following evening; then, illustrat- 
ing the seriousness of the men and 
the driving spirit of Buck, another 
dealers’ meeting was held Friday even- 
ing and the code adopted unanimously. 

This code dealt with fair and truth- 
ful advertising, fair treatment ot 
salesmen and the public, and other 
such pertinent matters. 

But the real test of the enthusiasm 
generated was to come later, at an- 
other meeting, called to decide on 
cash discounts and ice-box allow- 
ances. 

Here again, Buck showed his re- 
sourcefulness, initiative, and thorough 
understanding of human nature. 

He had a pile of one hundred silver 
dollars on the table. That represented 
a $100 electric refrigerator sale at 
retail. It was agreed by the dealers 
present that the cost of the box was 
$70. So, Buck removed 70 silver 
dollars, leaving $30 as gross profit. 
Then 10 were deducted for the sales- 
man’s commission. And let me state 
right here that Buck insisted that the 
dealers themselves determine the var- 
ious expense factors. So, from the 20 
remaining, 10 were removed for fixed 
overhead, then 2 for advertising, 3 for 
repossessions, 3 for administrative 
expense. Now, there were just 2 
little measly silver dollars left for 
net profit. 


G. W. WESTON 
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and minimum 
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“Now,” thundered Buck, “You 
fellows set these deductions yourse! 
and you admitted they were fair an 
conservative. So, where in hell havt 
you got anything left for an ice-bos 
allowance?” And not a dealer in t 
crowd answered. They had sold then: 
selves ! 

Then, Buck started again with the 
hundred silver dollars, deducted te 
for cash, and went on down the line 
showing the dealers they would hat 
a net loss on the deal. 

So, Buck, by using showmans!!p— 
dramatizing the situation, let the eal: 
ers sell themselves on no cash dix 
counts and no allowances for \t 
boxes. 

The public fought.it out with the 
dealers for a few weeks, then the 
dealers noticed that the requests 10 
discounts and allowances became * 
scarce as the proverbial hen’s teet” 
It was amazing the way this worke? 
out and some dealers could h 
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GORDON BUCK 
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comprehend how it had been done. 

Meanwhile, a little pocket-sized 
green folder had been printed for all 
salesmen to carry and show pros- 
pective buyers. The folder mentioned 
no cash discounts and no ice box al- 
lowances, gave a brief resume of why 
this was so, and then followed the 
name of every electric refrigerator 
dealer in Greater Kansas City. This 
little folder proved a valuable sales 
aid. 

The average attendance was fifty to 
sixty per cent of the dealers, so what- 
ever transpired at a meeting was 
sent to all dealers by bulletin. It was 
essential that they be kept informed on 
Progress and results. 

Of course, we mustn’t leave out 
Jerry Stedman’s additional contribu- 
tion. He attended one of the early 
dealers’ meetings and, boy, did he 
pour it to them, in that dynamic man- 
ner of his, on the way they were en- 
tiching peoples lives by selling them 
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ms easily you'll 
of reasonable Fair ees actices. 


HOW TO ORGANIZE YOUR 
COMMUNITY TO STOP CHISELING 


Find one or two Gordon Bucks & L. H. Carrs, then back them up. So 
ene or two men must run the organization. Most every organization is 


_ Mimeograph your code and get it in the hands of all dealers, 
_ Have a printed “blue book" folder and keep each salesman supplied 


copy. 
A shopping service is fine, if you can arrange it. : 
Don't “pan” is small, OK to 


dealers in open meetings—if your group i 
discuss violations and reports seriously. constructively 


Don't be afraid to lose sale, 
although your volume in units may be a trifle less. 


AF alll of Hey get on a clean-cut policy of advertising and selling, it's 
i and 


Get together frequently and discuss things frankly. Find out the other men 4 
first names or nicknames and learn them. 


ting together and staying together will eventually 


 business-building activities and campaigns in which you will actually 


A. Sell the services rendered by appliances 
instead of the gadget features of each— 

B. Attract better salesmen, 

C. Have more emphasis on selling. 


in any 


lead to constructi 


food preservation, etc., and how they 
were expected to, and had a God- 
given right to a profit. And in Sted- 
man’s sales-training and merchant- 
training classes he gave more of the 
same. This bolstered the fellows up 
tremendously, stimulated their pride 
in the business and resulted in a higher 
degree of salesmanship. And Mr. 
and Mrs. Public seemed to have more 
confidence in the dealers and salesmen. 

So, the dealers were on their way. 
But it soon became evident that some 
way was needed to maintain all the 
advantages engendered from that fine 
Start. 

So, a retail shopping service was 
started. Every dealer was shopped 
twice a month. This cost $3.00 a 
month per store. All reports went to 
Buck who read them, the good with 
the bad, at the frequent evening meet- 
ings. 

In several cases, the refrigerator 
was purchased and delivery made. 
The expense of this was on the dealer 
who slipped. In other cases, a purchase 
was made but delivery stopped. 

Let me say here that the dealer 
group had no constitution and by- 
laws. They operated in the simplest 
possible way with Gordon Buck as 
chairman and “yours truly” as secre- 
tary-treasurer. 

The dealers soon came to know their 
own power. When a dealer chiseled 
on a Whoozit refrigerator, the other 
Whoozit dealers got after the Whoozit 
distributor. You know the result. 


1938 


Whose business did the distributor 
want—the one dealer, or all the others ? 
This policy worked like a charm—no 
coercion, nor pressure, but just com- 
mon sense, all handled in the most 
friendly manner. And a couple of 
chiseling dealers lost good lines be- 
cause they thought the whole business 
was more talk than anything else. 

The sum and substance of it all was 
that the dealers were satisfied beyond 
anything in the past, the salesmen 
were tickled pink, demoralization and 
jitters were no more, the dealers made 
profits they never dreamed of making 
before, more emphasis was put on real 
salesmanship, that bugaboo of sales- 
men turnover was reduced greatly, and 
even the distributors were agreeably 
surprised. 

Results? Believe it or not, the shop- 
ping reports indicated a 90% success- 
ful operation. It was a beautiful pic- 
ture all through the real selling sea- 
son; in fact, I’m positive, this vicinity 
enjoyed the cleanest and most profit- 
able electric refrigeration business in 
the entire country in 1937. 

This question was put to Gordon 
Buck, who incidentally, never let up 
in his patience and persistence. “Gor- 
don, how can you afford to give so 
much time and effort to this coopera- 
tive movement?” “Great Scott”, said 
Buck, “Why, the first month of this 
program netted me $400 more profit 
than I would have made without it! 
It’s real money in my pocket and I 
can afford to give half my time to it.” 


The same views were echoed by L. H. 
Carr, so two of the best chiselers of 
all became two most ardent boosters 
for clean, fair competition. And real 
credit goes to Carr for the wonderful 
way he backed up all of Buck’s efforts. 
This pair made a great team of horses, 
and how they did pull the old coopera- 
tion wagon! 

Now, the results in terms of cold 
cash are like this. 17,000 domestic 
electric refrigerators were sold in 
Greater Kansas City in 1937. At an 
average value of $165, that means a 
total retail volume of $2,805,000. The 
saving, due to no ice-box allowances 
and no cash discounts, is figured con- 
servatively at 3%. That gives a sav- 
ing in net profits for 1937 of $84,150. 
There were 85 dealers, so the saving 
per dealer was $990. But that’s only 
one saving. The others, such as more 
time and effort for selling, less hiring 
and training of salesmen, attracting 
better salesmen, enhanced confidence 
by the public, and so on—have already 
been pointed out. 

And here are some comments of 
dealers about the operation. 

E. T. Hendricks, of Hendricks & 
Son—“I am very much in favor of 
the Association. My records show 
10% more profit per unit sale since 
the operation of the code. I keep this 
profit now, instead of giving it away 
as I used to do.” 

W. D. Elder, of Elder & Carey— 
“The successful operation of the Asso- 
ciation this year was reflected almost 
immediately in our business. Our net 
profit on the same volume of business 
as last year is doubled. Members of 
the organization should make every 
effort to keep up its good work.” 
Elder & Carey’s answer to the dancing 
heat waves on Minnesota Avenue this 
summer is an air-cooled store. 

Sam Garton, of Wornall Hard- 
ware—‘“Discounts on electrical refrig- 
erators were never justifiable. We 
are entitled to a full legitimate profit 
on refrigerators as well as any other 
merchandise. There are no discounts 
on hardware—why refrigerators?” 

R. L. Lewis—‘After the failure 
of the code to operate in past years, 
the Association has done a better job 
than I ever thought it could do. As we 
approach the saturated field in refri- 
geration, codified prices become more 
important all the time. We should 
begin to think of a code for used elec- 
trical refrigerators now that the ice- 
box problem is being solved. One 
competitive used refrigerator deal can 
be as vicious in its effect as ten 
old box deals.” 

So, all in all, it was one beautiful 
operation. Not, 100%, of course, but 
far closer to it than anyone imagined 
could possibly happen. 
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SELL WHERE THE MONEY IS 
Government figures show that farmers 
today are in the best financial condition 
— have more spendable income — than 
at any time since 1929. 


It's always easiest to sell where the 
money is. 

And a good time to sell the farmer is 
when he has time to talk to you—during 
the spring months, before he is all tied up 
with heavy seasonable work. 


SELL WHAT THEY CAN BUY 
You can’t sell electric washing machines 
to those without electricity — and only 
17% of all U. S. farms have electricity 
today —with little likelihood that this per- 
centage will be changed materially for a 
number of years to come. 


So 5 out of 6 farm homes are prospects 
for gas powered washers. 


They have the need and the desire to 
purchase—and they have the money. So, 
now’s the time to sell the farmer prospect 
— electric washers if he has electricity— 
gas powered washers to all the others — 
the 5 out of 6 without hi-lines. 


WHAT ABOUT HI-LINES? 

If the prospect is waiting for a hi-line, sell 
him a gas washer now — explaining that 
it can be changed over later to an electric, 
at any time, at little expense. There is no 
need for anyone to wait for a hi-line which 
may never come, to have the advantages 
and the economy of power washing. 


Latest models gas and electric washers 
have the same features—advantages— 
quick starting and economies. The only 


The years 1936 and 1937 
brought to appliance dealers the largest volume of sales 
of power washing machines in the history of the industry 
. .. And 1938 offers the same opportunity — but with this 
difference. Today, it's the farmers who are your best prospects. 


BRIGGS & STRATTON CORP., Milwaukee, Wis., U.S. A. 


Dealers have found equipment “Powered by Briggs & Stratton” easier to sell — not only 
power washers, but also pumps, lighting plants, small tractors, lawn mowers, 
and many other farm tools and equipment. 


STRATTON 


BRIGGS & 


press 


difference is in the power unit. There 
is nothing to be gained by waiting. 
TO HELP YOU MAKE THESE SALES 
Convinced that this gas washer business 
is there—convinced that the farmer has the 
need and the desire — and the money to 
buy—Briggs & Stratton has released the 
largest Spring Advertising Campaign in 
farm papers in the history of thecompany. 
A total of 28 farm papers — with a com- 
bined circulation of 9,940,000 copies are 
being used to help you make these sales. 


AND ANOTHER SALES AID 
New washer models are also available 
with the sensational Briggs & Stratton 
Start-Charger. This unit combines the lat- 
est model WM Briggs & Stratton Washer 
Motor with a specially designed 6-volt 
generator andstarter motor. WiththeStart- 
Charger and a storage battery the motor 
is cranked electrically and charges 6-volt 
radio and other storage batteries while 
washing. 

TO MAKE SALES EASIER 


Farmers know Briggs & Stratton 4-cycle 
gasoline motors. Over a million in farm 
use testify to their rugged dependability 
and economy — their easy starting. Your 
gas washer sales will be all the easier if 
the models you offer are “Powered by 
Briggs & Stratton.” 

Those dealers who display and feature 
the latest model gas powered washers — 
those dealers who take advantage of the 
opportunity to sell their farmer prospects 
now — are the ones who will profit most. 
Discuss this with your washer manu- 
facturer, or his representative. 
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Some per- 

sonalities from the 
merchandise 
aoe shows at Chicago 
and the annual 
meeting of the 
American Wash- 
ing Machine Man- 


The winner! W. Neal Gallagher, 

president, Automatic Washer Co. 

and new president of the washer 

association. He hails from What 
Cheer, lowa. 


ufacturers Associ- 


ation, Chicago 


After three terms as president, C. G. Frantz of “Mr. Earl Bridge of Norge, | want you to shake W. T. (Bill) White of Crosley was quite a stranger 
Apex steps down and talks it over with Jack the paw of Carl Decker of American Wringer,” at the meeting. H. W. Mateer of Electrical 

Schuler of Lovell. Old Joe Wiley of Norge seems to be saying. Merchandising and William Shaw (Shaw Pub- 
licity) are making him feel at home. 


“There it is," V. J. Mcintyre of Nash-Kelvinator Jim Gilchrist of Federal Electric is seen talking A lot of the fun of attending markets, Lou Upton 


seems to be instructing J. C. Lewis of Fairbanks- to one of the two best golfers in the association— of 1900 tells P. Eduard Geldhof, General Super- 
Morse. E. N. Hurley, Jr. intendent, lies in shopping around at other booths. 


Leaning against a piece of furniture, Leo Shea of Introducing a new member—here we see Carl “Pass the celery, pidise.. L. L. Shawber of West- 
Morraine Products, congratulates |. N. ("Newt") Hough of Bliss & Laughlin and Ed Norton of inghouse says to George Umbreit of Maytag. 
Merritt of Meadows, who has just become a VP Burgess-Norton. Note characteristic pose of Wil- 

of the washing machine association. liam Shaw, the Kansas publicity man. 
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"| like the way cigars are given away 
at these dinners,” declared Joe E. 
Bohnen, secretary of the association. 


At left is Walter K. Voss, new watchdog of the treasury; Left to right, we first see the two speakers of the day @ 
struggling up the stairs is W. T. (Bill) White of Crosley —L. E. Moffatt of Electrical Merchandising, Ada Bessie 
and Dick Warner of Horton. Swann of Woman's Home Companion. Waving away en- | 

tertainment for the moment is Art Walker of Briggs & 
Stratton and Walter Hunt of Dexter. 


Sitting down to eat we see President J. C. Nelson Between R. F. ("Dick") White and Ollie L. Earl, asst. 
of Easy, John M. Wicht of GE and H. Paul Nelligan GM of sales, is the new prexy of Mullins Mfg. Co.— 
VP of Easy George E. Whitlock. 


Inventor Bill Rocke of Birdsell sat where 
he could swing his elbows freely. 


The Furniture Mart saw a lot of John R. Hurley of First picture of Ed Oehler of Briggs & Stratton smok- 

A. E. McElhany of Coppes, Inc., and P. G. Stahly of Hurley Machine Company at this show. Incidently, ing a cigarette makes its appearance. He is next to 

Birdsell, showed Furniture Mart visitors something Jason Hurley is going to see a lot of the United Earl Bridge of Norge and advertising agency man 
gentle in washers. States, he says. Lee Archer of Klau Van Pieterstrom Dunlap. 


They get together, these vacuum cleaner fellows. White and colors will be worn by the well dressed Looks as if George P. Castner is joining hands in 
Left to right, you see J. L. (Jack) Downs, sales man- washer in 1938, John A. Hurley of 1900 tells Fred prayer doesn't it? Mr. Castner is in charge of sales 
ager for Clements, talking to T. H. Riddle of Geier, S. Rogers, manager of Specialties, American Steel for the Beam Electric Co., and besides him is C. C. 

down at the Stevens Hotel. Export Co. Hoogland of Capitol City Paper Co., Springfiled, !!I. 


ELEC’ 
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A bride sees a roaster long before she does an electric : , ; 

range, Miss Peggy Porter of Chicago is telling Miss S. E. Sweet of ithe Gibson Company, Greenville, Mich., 

Carolyn Engdahl of Elgin at the Steinmetz & Kelly dis- found wax apples and chi not particularly filling. 
play in the Merchandise Mart. He's showing off the Gibson arrangement for 1938. 


Clark Wilmot, of the Bendix advertisi . does Present at the Fairbanks-Morse exhibit were Ben Menard, ‘ 3 . 
his. stuff with A Smith of Wil. Chicago distributor, and Parker H. Ericksen, radio sales 
then bon manager for Fairbanks-Morse. Chicago, listening to Vern F. Hannon 


of Barlow & Seelig extol the merits 
of Speed Queen. “Washer sales 
have held up," said Buyer Hirsch. 
“Renting of washers is on the wane.” ) 


Two photographers took the picture of E. W. Strickland George P. Castner, in charge of sales for Beam 
of Birdsell at the same moment. Paul N. Berger of Electric, seen at the Show. 
Lovell ‘is seen squatting. 


The markets mean a trip to Chicago 
for the family in many instances. 
Here's J. W. Ward of Dexter show- 
ing off the line to Mrs. C. W. Brad- 
shaw, Mrs. Ward, and C. W. Brad- 
shaw—all of Fairfield, lowa. 


A new face, but a grizzled veteran, 
is R. G. (Dick) Warner, new sales 
manager of Horton. 
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: “All right, I'll pose with you, but not in 


front of the G.E. Display,” 6. H. “Rock” It's one of these new whirl-over Manning Bowman waffle All lined up, before the Stevens Hotel display is G. W. 
Smith, (right) of Hotpoint tells A, M. irons, John S. Dunscombe of the Merchandise Mart says Burns, asst. SM. and M. Gilde, general sales manager, Mary 
Sweeney, manager of domestic refrigera- to Jean Ellisius, pretty Chicago miss. of Easy washer — 


tion, General Electric. 


A matching color display caught the attention of Jim Bradley, Apex treasurer, shows the camera Here we see the $125 suit of S. J. ("Red") Sea- 
appliance customers at the Merchandise Mart. man the seat of his pants, while sales manager C. man of Electrical Merchandising, VP in charge of 
W. Smith of Apex looks on and laughs. It hap- sales Charles A. Morrow of Mullins Mfg. Co. 


pened at the drinking fountain. and Ollie L. Earl of the same firm. 


Here's L. J. Bauer, sales manager for Conlon, Pictures of Al Fish of Lindeman & Hoverson right, 


Som FW. MeSrem ane At 1. Letity uttering words of wisdom to Tom Conlon are scarce. Here he is, red hot in the middle of 
Barton would have preferred a picture showing . siete 
the shapely leg of this year's Barton washer, but ine . ~ 0) 
this happened to be a good shot of Art Labisky, 
$0-0-0-000! 
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William Russell, manager of Engineering, shows the Westinghouse con- 
ference how electric ranges are built. 


R. M. Beatty, Westinghouse range sales 
manager, illustrates a point with an old 
Copeman range. 


Grace Pennock of Ladies Home Journal 
had a big smile for the camera. 
Mary Davis Gillies, McCall's magazine; Gil Baird, Westinghouse sales 
promotion; Fern Snyder, Georgia Power and R. E. Imhoff, sales manager, 
merchandising division of Westinghouse. That's Bob Richards in the 
background. 


Roger Bolin, merchandise advertising 
manager, talked about proving kitchens. 


And here's Pearl Gray, director of range 
home economics for Westinghouse. 


Charlotte Ferris, director of home economics for Westinghouse, Miss 
Bess Rowe of "Farmer's Wife" and Ella Cushman of Cornell have a 
snack at the Home Service Conference. 


Edna |. Sparkman, director of refrigera- 
tor home economics, gets over a point. 


, :. Ada Bessie Swann, home service director for Woman's Home Companion Irving W. Clark had some new develop- 
and Emma M. Tighe, home service director of Boston Edison, go in for ments to present on kitchen planning. 
tea at the conference. 


BEWESTINGHOUSE KITCHEN CLINIC AND 
HOME SERVICE CONFERENCES «+ JAN. 17-21 


And here's that great impresario, Bob 
Richards, leading three gals in song. 
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A typical electric kitchen on the lines of 
the Washington Water Power Company 


HEN the Washington Water 
Power Company of Spo- 
kane, Wash., began to con- 


sider the best method for rendering 
a kitchen planning service to its cus- 
tomers, it found that it was not the 
only factor in the community which 
was interested in this problem. For 
some time the company has been de- 
veloping its dealers and cooperating 
with them in their work, with the 
result that an active group of retail 
merchants was awake to the oppor- 
tunities offered in promoting better 
kitchens. Furthermore there already 
existed an efficiently operated Better 
Housing Committee, outgrowth of the 
government’s better housing program 
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A model electric kitchen has been installed 


in the Kitchen 


which lumber firms, building interests, 
banks, and merchants alike were desir- 
ous of perpetuating. The suggestion 
was made that the power company 
help to subsidize this bureau and en- 
trust to it the kitchen planning work 
of the community. Cost of continu- 
ance of the committee would come to 


about $12,000 annually, of which the 


power company’s share was written 
down as twenty-five per cent. 

The idea seemed a good one, but it 
did not wholly answer the need for 
bringing other electrical factors into 
the picture also. What was finally 
done was to appeal to the entire group 
for support. Wholesalers, manufac- 
turers’ representatives and retail stores 


Planning Bureau office 


united to contribute $1,700, the power 
company furnishing the remaining 
$1,300 of this amount. Lumber inter- 
ests, banks and building material 
manufacturers also contributed their 
share. 

The result is a central office in a 
downtown office building, with Mr. 
Harold Halstead as manager in 
charge. Here a model kitchen has 
been erected—and here merchants who 
find that their customers are interested 
in having a plan made for remodelling 
their homes bring their prospects. 
Service is not confined to firms which 
contribute to the fund, but should any 
other company be enterprising enough 
to take advantage of this service, they 


Kitchen Planning Bu- 
reau under the Better 
Housing Committee 
succeeds «in bringing 


retail merchants into 


picture 


Another good example of kitchen modernit 
ing in Spokane—a result of Bureau activity 


would of course be approached later 
with the suggestion that they might 
like to be a definite part of the work. 

Spokane dealers are fully alive to the 
value of the opportunity and take ful 
advantage of it. Many of them have 
put model kitchens into their ow? 
stores. Both local newspapers /iave 
electrical kitchens installed in their 
buildings and have home economist; as 
part of their staff, who give cooking 
schools and consantly furnish data on 
electric cookery and the use of movern 
appliances in the columns of teil 
papers. The power company is 10 
remodelling its offices, installing 4 
model kitchen on the main sales { 00f 

(Please turn to page 32) 
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“ E in the appliance business 
are in a sane and sensible 
business, and we must pay 


our retail sales people in a 
Sane and sensible manner,” says B. H. 
Henes, President of the House Fur- 
nishings Company of Waterbury, 
Conn. 

There is a lot of food for thought in 
what Mr. Henes has to say as there are 
any number of appliance dealers who 
are still trying to solve the problem of 
excessive turnover of manpower. The 
dealer has never experienced any diffi- 
culty in getting salesmen, but he has 
had a difficult time holding them. One 
of the reasons is because the salesmen 
were not able to make a decent living. 

As an example, let’s take a look at 
the washing machine picture for a 
minute. Figures for August of this 
year show a decline of 12% compared 
to August, 1936. On the other hand, 
the laundrymen are prospering, and 
they are looking forward to a 30% in- 
crease over 1936 or a $500 million 
year, 

The laundryman is the washing ma- 
chine salesmen’s only competitor and 
he is well fortified to go after this busi- 
ness. The laundries no longer have 


At the left is B. E. 
Henes, president of 
the House Furnish- 
ing Stores of 
Waterbury, Conn. 


And above is Henry 
Weisman, secretary- 
treasurer with Mack 
Henes, store man- 
ager, with an Apex 
display at the 
House Furnishings 
Stores, Waterbury, 
Conn. 


truck drivers. They have been replaced 
by well trained salesmen drivers who 
are well paid. And this salesman driver 
has played a big part in this increase. 
By the same token, the appliance dealer 
has to surround himself with hard- 
hitting, hard-working intelligent sales 
people. To get this type of man, and 
they are to be gotten, the dealer must 
pay them well. The day of the ordi- 
nary appliance canvasser is history. 
The “promotion” or “special” isn’t 
clicking as it used to, because it has 
been overdone. So the answer to in- 
creased sales is manpower of the right 
type, and the Housefurnishings Com- 
pany seem to have solved the problem, 
of how to get the productive salesmen. 
There has been a lot of time and money 
spent in the hiring and training of 
salesmen, but if you don’t get the right 
type of salesmen to train, it is just a 
waste of time, as many of us have 
found out. 

Before going into the details of how 
this company hires, trains and com- 
pensates their men, let us see the type 
of an operation they have. They are 
dealers in housefurnishings majoring 
in electrical appliances, handling the 
complete line of Apex products; 
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cleaners, washers, ironers and re- 
frigerators; Kelvinator refrigerators, 
and various lines of stoves and furni- 
ture. 

They have three stores located on 
main thoroughfares of different sec- 
tions of the city. They always have at- 
tractive window displays, and change 
their windows at least once a week. 
Their store displays have plenty of 
sales appeal with backgrounds that are 
illuminated with Neon or a natural 
light, plus the regular factory display 
material. 

Now here is something that is most 
unusual, and that is they do no news- 
paper advertising whatsoever. Let Mr. 
Henes tell you why he does not do any 
newspaper advertising. He says: “We 
have found through past experiences 
that in advertising a commodity the 


Taree stores of the House 
Furnishing Company of 
Waterbury, Conn., do no 
newspaper advertising... They 
get a higher unit of sale 
through direct selling. .. But 
it’s all in the way you handle 
your salesmen, they say. 


done 


with 


merchant is inclined to advertise 
PRICE and when the customer comes 
into the store through the efforts of 
the ad she is low-price minded, and if 
a washer is advertised for $49.50, a 
salesman will have to do a lot of sell- 
ing to step her up to at least $69.50, 
and we don’t consider $69.50 a high 
unit of sale. We find through our 
direct selling method, our average 
washer sale has been $91.00 and our 
refrigerator sale average is over 
200.00. We do some radio advertis- 
ing for the benefit of our outside men 
only, so that the name of the House- 
furnishings Company is known to the 
public, as well as the products which 
we are handling.” 

There are probably many who will 
not agree with Mr. Henes’ ideas with 


(Please turn to page 30) 


Some idea of the number of retail salespeople employed by the House Furnishings 
Stores of Waterbury may be gained from this photo taken at their annual picnic. 
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EXCLUSIVE 
CONTRACT 


on which only 1h dealer in 
your territory can profit 


Here is a truly non-competitive sales opportunity! Exclusive sales contracts usually 
mean that you have the exclusive right to sell a certain brand, but they do not 
mean that there won't be other merchandise of like type, at similar prices offered 
by competitors. The Jacobsen Power Mower contract offers a product for which there 
is a definite demand, in an almost untouched market—dquality unapproached by 
competition—and a price range not occupied by any competitor. You alone can 
have that opportunity. 


The power mower is a necessity in parks, cemeteries, golf courses and estates. 
Modern home owners are turning from the drudgery of hand mowing by the thou- 
sands. The same homes where you have sold other products are now prospects for 
Jacobsen Power Mowers. Profit with the line that has proved its leadership in the 
golf, cemetery. park and estate field for over 16 years. 


— No other small mower has Jacobsen reputa- 
tion or sales features. No other has the 
cK FACTS apout reputation for service free operation. This 
Qui EN OWERS fine, progressive, well financed company of- 
JACOBS . —_ fers a background of sales counsel, a com- 
1 The only low priced me plete selling plan and a machine positively 
: g special 4-cycle engines- not in a class with any competition either 
2. Not a converted hand ee from a price, quality or performance stand- 
point. 

er, but desi er lines. 
accepted power ne years on There's a rich harvest waiting for you—and 
3, Successful for for you alone—if you sign the exclusive 
olf courses, pe long, hard Jacobsen contract. Mail the coupon now. Let 


us show you a product, a plan and a market 


e is requir tstanding in profit possibilities. The season 
Built and priced act now! 
est life and 
dollar value favorable JACOBSEN MFG. CO. 
and light 771 Washington Ave., Racine, Wis. 


JACOBSEN yowens 


JACOBSEN MFG. CO., 771 Washington Ave., Racine, Wis. 


Gentlemen: Send me literat and plete detail garding your dealer 
opportunity. 
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It’s All Done With Salesmen 


regards to newspaper advertising, but 
the fact remains that he is getting the 
business with his method and getting 
it in the higher bracket. 

The personnel of each one of the 
three stores consists of a manager, one 
floor salesman and six outside men. 
They have a meeting of all their sales 
force every morning from 8:30 ’til 
9:00 o’clock and at that time discuss 
promotions, problems etc. They have 
different factory representatives at 
various times conduct these meetings 
on their respective products. These 
meetings are held at their number one 
store, where they have a large office 
purposely built for the conveniences of 
their outside men. Any salesman that 
is late for a meeting is penalized $2.00 
from their weekly earnings. 

The outside salesmen spend 100% 
of their time on the outside; at no time 
do they sell on the floor. They are 
not encouraged to do any cold turkey 
canvassing. They work under the fol- 
lowing system: When a man first goes 
out in the field he is asked to first con- 
tact his relatives and friends. He car- 
ries a folder with illustrations of gifts 
which cost in the neighborhood of 
$3.00, which he can give to his friends 
and relatives for giving him a lead if 
the sale develops. The salesmen use 
this idea through their daily experi- 
ences, and it is surprising to see the 
immediate results from this method. 

If a salesman brings a customer into 
the store, he is immediately turned 
over to the regular floor man, this out- 
side salesman gets his full commission 
if the sale is made. If a salesman can- 
vasses a customer, and neglects to file 
a prospect card of this customer, and 
in the meantime another salesman is 
successful in bringing the customer to 
the store, the ruling is that the man 
who brings the customer to the store is 
the one who receives the full commis- 
sion. 

The salesmen are closely supervised 
by the store manager. Every salesman 
must have at least two night appoint- 


“| CAN'T UNDERSTAND IT—THEY WANT THEIR BELL FIXED, 
AT HOME WHEN I! COME." 


BUT THEY DON'T STAY 
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ments. This is very important anil 
night calls when Mr. Husband is a@ 
home have got to be made daily by 
every man of this organization. 

The salesmen are paid on a sal. 
ary and commission basis, the salaryj 
ranges from $20.00 a week plus 399 
to $35.00 a week plus 2% depending 
upon the man’s ability. There are + 
weak sisters in this organization an 
they all must appreciate the fact tha 
the nature of this business require: 
plenty of night work as well as 
the day, and if they cannot fulfill thes 
requirements they don’t last very long] 
as they are very closely supervised. 
is interesting to know that 75% 
their organization have been with th 
company for over a year and a hali 
or better. The men are requested t 
make out a most detailed report 
their daily activities, and they receivell 
no encouragement whatsoever 
they present a number of alibis because fl 
of conditions. 


With the above basis of compensa-§ 


tion their total overhead of their op- 


erations does not at any time exceed MRE 


20%. 


At no time do they advertise for 


men, they depend entirely upon the 
men that they already have to secure 
additional men, also by the contacts 
of their customers. In addition to their 
regular sales force, they have approx- 
imately 15 contingents, consisting of 
factory foremen, housewives, office 
workers, etc., to whom they give part 
time employment, and these contin- 
gents receive 5% of their sales. They 
simply bring the customer into the 
store or furnish them with the lead 
and the floor man who is on a salary 
basis closes the transaction. 

By the above methods of merchan- 
dising this company for the past twelve 
months has sold better than 300 elec- 
tric refrigerators, 250 washers, and 
in addition, they are the leading range 
dealers in Waterbury, and their vol- 
ume on furniture, has been far above 
their expectations. 
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SING 


This NEW 1938 General Electric 
range is completely modern—with many 
exclusive General Electric features. It’s 
new in brilliantly beautiful styling! 
New in automatic features! New in 
economy features! New in downright 
dollar-for-dollar value! And it will 


give a big boost to electric cookery. 


TEL-A-COOK LIGHTS. Instantly inform when 
and where the current is on, and indicate the 
degree of heat being applied. This signal saves 
current by visible warning if switch is carelessly 
left on. A new and exclusive G-E feature. 


SELECT-A-SPEED Calrod Cooking Unit. Five 
cooking heats from one unit, with one switch! 
Hi-Speed, Half-Speed, Quarter-Speed for 
normal needs; Thrift-Speed for simmering; and 
for keeping food warm, a low Warm-Speed. 


= 
TRIPL-OVEN. Three-ovens-in-one. Small Speed 
Oven for single-shelf cooking ; pre-heats faster 
and greatly decreases amount of current used. 
Master Oven of extra large capacity. Super-Broil- 
er with greater flexibility in speed and capacity. 


WOMEN WILL 


Features 


4 


ONE OF SIX NEW MODELS 


Ss spectacular 1938 G-E Chancellor Range 
shown above is NEWS. Bigger NEWS is 
the announcement of five other brand new 
General Electric models of advanced design 
and appointments. Many of the following 
features will be found in all new models: 


Tel-A-Cook Lights. Select-A-Speed Calrod 
Cooking Unit. Tripl-Oven Porcelain Unitop. 
No-Stain Vent and Oven Moisture Control. 
Adjustable Non-Tip Sliding Shelves. Automatic 
Interior Oven Light. Automatic Oven Timer. 
Built-In Minute Minder Chime. Generous Sized 
Thrift Cooker. Electrically Welded Steel Bodies. 
Large Storage and Warming Compartment. 


Models and prices for practically all income 
groups—cracking good sales promotion and 
national advertising support—liberal finance 
plans—plus public confidence in the General 
Electric name—round out a range sales oppor- 
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GENERAL ELECTRIC’S SENSATIONAL NEW 1938 LINE 


tunity you should investigate! Get aboard the 
Mainline and go places with General Electric in 
1938! See the General Electric distributor today. 
General Electric Co., Specialty Appliance Div., Nela Park, Cleveland, Ohio 


G-E Refrigerators, Ranges, Electric Sink with Dish- 


washer and Disposall, Water Heaters, Washers, Ironers, 
also “Packaged” Commercial Refrigeration Products. 


THE COMPLETE LINE OF ELECTRICAL HOME APPLIANCES 

every one proved by performance, tested by time. Backed by 

60 years of electrical manufacturing experience. ‘‘Go-to-Town” 
on the Mainline in 1938! It’s another G-E year. 
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unless you are lucky ettough to be handling General Electric 
Heating Devices. 


Then. of course, you are spending profitable hours in a warm 
store. You have the advantage of selling thé complete 
accepted line of Heating Devices. 
assured that each General Electric Heating Device you 
supply will be of the same high quality as the previous G-E 


appliance purchased. 


General Electric Heating Device advertisements in the 15 
leading National Monthly Magazines with a total circulation 
of over 25,000.000 and an estimated readership of over 
100,000,000 is bound to create a tremendous store patronage 


for you. Use the many tree 
sales promotion helps which 
General Electric offers you 
for local tie-in so that you 
may direct these prospective 
customers to your store and 
thus profit to the utmost. 
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Your customers feel 


SALES HINT 
OF THE MONTH 


Set up a complete 
window of General 
Electric Heating 
Devices using the free 
Streamlined Iron and 
Table Appliance Dis- 
play Cards as a back- 
ground. Feature the 
complete new roaster 
dealin the most favor- 
able traffic location. 


Make a mailing of 
the General Electric 
Heating Device Full 
Line Folder to a se- 
lected list of your 
customers. Promote 
the complete line of 
GeneralElectricHeat- 
ing Devices. 


Spokane Organizes for Better Kitchens 


and another in the basement audi- 
torium which will be used for cook- 
ing classes and club gatherings. This 
brings the total of model kitchens in 
the community to twelve. Lewis A. 
Lewis, vice president and commercial 
manager of the Washington Water 
Power Company is both ashamed and 
proud of the fact that his company is 
the last to make its contribution among 
these displays. Dealer initiative in 
taking the lead is at least evidence of 
the good merchandising job which the 
retail merchants have been doing. 

On request for a kitchen plan recom- 
mendation, either Mr. Halstead or 
his young woman assistant go out to 
visit the home. While they are there 
they learn not only physical dimen- 
sions, but whatever is necessary about 
the use to which the kitchen is to be 
put. Are there children who will be 
helping with the work or who are 
small enough to require feeding while 
mother is busy with other kitchen 
work? Will the family eat any meals 
in the kitchen? Is the housewife 
tall, short or of medium height? This 
and other information are of value in 
helping fit he plan into the family life. 

Attention is, incidentally, not con- 
fined to the kitchen. While there, 
the Committee’s representative goes 
over the rest of the house with the 
owner and discusses other problems. 
The dining room, laundry or living 
room may need better lighting or an 
increase of outlets. Suggestions for 
other changes which might serve to 
make the house more attractive and 
livable are made. 

Plans and elevation drawings are 
then prepared in the office and turned 
over to the merchant who originally 
brought the customer in. This gives 
him a chance to sell his own wares 
to fit into the remodelled outline. In 
the Committee’s recommendations, of 
course, there is no mention of makes 
or brands of any material. In giving 
costs, price of equipment is quoted by 
the merchant himself. 

Not uncommon in the experience 
of anyone who offers such a service 
as this is the customer’s comment, “I 
should certainly like to have a kitchen 
like that, but where am I to get the 
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money?” And here is where the cog 
mittee’s community backing has 4 tz 
advantage. For the cooperation a 
the banks permits the committee repp] 
sentative to say, “Well, if” you lik 
we can show you how to finance it 
presenting therewith a complete { 
nancing plan, which indicates that t 
scheme can be carried out for so mud 
a month in payments, spread over jw 
so long in time. 

Since the first of the year, pla 
have been drawn at the rate of abo 
40 a month. Some time in May t 
record was 168 completed, with quill 
a number under way. Most of the 
have resulted in some modification @ 
the home for which the plan wi 
drawn. One at least resulted 
changes which involved the inves 
ment of about $1,000. 

New homes are not excluded. Arc 
tects seem to prefer to draw up the 
own plans, but builders are glad : 
take advantage of this service. Me 
contacts, however, are made throug 
the home owner himself, or his wit 
who are brought in by some firm : 
which they were led in search 
equipment, or who have come 
through interest in the Committe 
extensive advertising. Effective 
this connection have been the pr 
grams given under the auspices of t 
Better Housing Committee _ beifo: 
women’s groups or with the cooper 
tion of the newspapers. One sv 
meeting was held in the evening : 
the home economics auditorium of t 
Spokane Review, both men and won 
attending. Talks were given by 
representative of a local paper fir 
on “Floor Coverings and Decor 
tions,” by a woodworking man 
“Built-Ins” and by A. M. Scott « 
the Westinghouse Electric Supp) 
Company on “Electrical Fixtures 
Miss Dorothy Dean, home econom 
for the paper, spoke on “Kitchen A’ 
rangement.” 

The distinctive feature of the Sp 
kane set-up is the way in whicht 
community has been made a part 
the work. Local electrical retailer 
seem to be particularly pleased wi 
results and the manner in which the 
are cooperating tells the story. 


“SOMEONE'S BEEN TAMPERING W 
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THEY HAVE 


OU can instantly show why 

this refrigerator saves time, 
work, and money because it 
offers: Twenty-six per cent 
more quickly usable space than 
other refrigerators of the same 
cubic foot capacity. Unsur- 
passed eye appeal. Nation-wide 
Penny Meter proof of lower oper- 
ating cost. Big, roomy, auto- 
matically lighted main food 


-~NOT GADGETS 
—that’s what distributors, dealers, and the public | 
alike are all saying about the new 1938 Fairbanks- | 
Morse refrigerator with the CONSERVADOR : 
| 


compartment. Self-sealing 
Crisper and Sliding Fruit 
Drawers. Reserve storage com- 
partment. Instant Ice Cube Ex- 
peller. Glass wool insulation. 
Surplus power that eliminates 
heat wave complaints and serv- 
ice. Radio-type illuminated 
Temperature Control Dial. 
These and other featuresthat are 
not gadgets but real sales closers! 


REFRIGERATORS 


ACT NOW 


The Fairbanks-Morse Home Appliance franchise is backed by the hardest- 
hitting sales promotion and advertising you have ever seen—and 108 years 
of manufacturing experience. It can include refrigerators, radios, and 
home laundry equipment—one or all three. There is real profit in it for 
you if you can qualify. Investigate—write, wire, or phone Fairbanks, Morse & 
Co., Home Appliance Division, 2060 Northwestern Ave., Indianapolis, Ind. 


Three new lines—a Super De 
Luxe line with CONSER VADOR 
—a De Luxe line without CON- 
SERVADOR—and a price-leader 
line—all backed by a 5-year 
warranty —model E-6 is shown. 


SELL SOMETHING DIFFERENT 


w 1938 


FAIRBANKS-MORSE 
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RADIOS * WASHERS IRONERS 
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bolator now availabl 
basic models: 8TDS 


SOFTER THAN THE HUMAN HAND... 


EASIER to Use 
EASIER to Sell 
... AND TEN TIMES 


TOUGHER THAN STEEL 


OW ...EASY brings you a brand- 

new washing principle —the 
RUBBER-TECTED Turbolator. This sen- 
sational new feature is something your 
prospects can see—fee/—and instantly 
appreciate. 

It’s so revolutionary ...so convinc- 
ing ...so appealing... that you can 
build around it the most forceful selling 
story ever told. 

EASY Rubber-tection protects profits 
as well as clothes. Why not send for the 
complete story today? 


WASHING MACHINE CORP. 
SYRACUSE, N. Y. 


BUT EASY RUBBER-TECTION STANDS EVERY TEST! 


Lasts 


ABRASION — Rubber -tection 
resists weer from grit and 


not seriously affect it. 


TIME—Rubber-tection is unaf- 
fected by oxygen-bomb tests 
equal te 25 years of exposure 


CHEMICALS—Under severe 
tests, Rubber-tection is unin- 
lured by either strong acids 
er concentrated lye solutions. 
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EASIER on Clothes 


Cleaner... 


Longer 
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E. L. Sylvester, Kelvinator's air condi- Part of General Electric's display was 

tioning sales manager, was a busy man devoted to air circulators and attic fans. 

at the Heating, Ventilating and Air The background picture shows oil 
Conditioning Show. furnaces. 


New York Show 


PENWSTLVANIA 


Air Controls, Inc. had a display of attic ventilating fans over a trick housing Center of interest at York Ice Machinery's display was the new air cooled 
built to demonstrate the action. portable room cooler seen me in oe Direction of the air can be 
changed at will. 


lig Electric Ventilating Co. were another at New York's The Fox Furnace Company and the Sunbeam air condi- And here's a group evidencing interest in Chrysler 
show to have a display of air circulators and attic tioning divisions of American Radiator Corporation, went Aitemp's display of self-contained units exhibited at the 
ventilating fans. in for big displays, drew big crowds. show. 


DELCO 


FAIRBANKS = 
(his Condit ic 
Fairbanks Morse’ new air Ra 4 
conditioning division was 
represented by a hand- 
tome display which fea- 
tured room coolers. 


"4 oil burners (left) in ad- 
ase dition to boiler burner 
units and complete resi- 
dential air conditioning 

systems. 


Delco-Frigidaire exhibited 
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Houston looked up the day Ben Duffie started 


an attic fan 


HEY tell about Ben Duffie 
away up in Dallas, a day’s drive 
from Houston. 

“Say, that old boy put an attic fan 
in the front door of his shop and 
started a breeze whizzing across the 
sidewalk. Any girl who went by had 
a few exciting moments, I tell you. 
You couldn’t pass Ben Duffie’s with- 
out getting air conscious. That man 
knows how to promote!” 

As one drives into Houston, past its 
live oaks and palms, past the Rice 
shine, one says: “Shucks, down in the 
white skyscrapers gleaming in the sun- 
shine, one says: “Shucks. down in the 
tropics they have to buy attic fans 
to live.” Such is not the case. The 
292,349 people of Houston do not get 
any more heat than northern cities— 
they just get a longer dose of it. And, 
when you plant your spring garden in 
January, there’s quite a lot of summer 
to annoy one. 
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blowing across the sidewalk 


So, three years ago, when Ben 
Duffie took up the torch for the attic 
fan, he correctly reasoned that he 
must make a stir about town. Today, 
with 275 fans giving satisfaction, he 
has a nest egg of key accounts which 
are bringing in more business. 

“Your attic gets a blanket of heat 
in it that is about 155 degrees,” he 
tells prospects. “It acts like a hot 
radiator and warms up the house. We 
propose to change the air in your 
house and attic every minute, and give 
you the benefit of the temperature 
drop which takes place at night. In 
short, we do away with that radiator 
of hot air which makes one miserable 
evenings.” 

Appealing to a group whose income 
averaged around $300 a month, Ben 
Duffie found that such a presentation 
made sense and was acceptable. He 
discovered that his salesmen could 
also put over the story, and today his 


Meet Ben Duffie—who finds that attic fans nestle 
right down among other electrical appliances 


crew numbers two refrigerator and 
two ex-automobile salesmen. Contacts 
are usually made by appointments, and 
it’s a great field in which to use the 
user. Ninety-eight per cent of the 
business is cash. 

“Most of our customers include an 
electric clock in their order,” he told 
Electrical Merchandising. “They set 
it to run the fan from 5 to 12 in the 
evening. Sometimes folks want a 
draft during the day also. The cost 
in Houston is from $2.50 to $3.50 a 
month for electricity. Our installa- 
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tions total from 200 to $400—averag- 
ing about $225, I should say.” 

Greatest grief in the business comes 
from the fact that attic fans are sold 
by size of blade, rather than by vol 
ume of air moved. Customers put i? 
their two cents worth, not realizing 
that the same size fan may move 
from 8,000 to 11,000 cu.ft. of air, de 
pending on the pitch of the biade. 
Duffie’s proposition is to change the 
air once a minute, and he keeps «way 
from fan blade arguments. 

Installing louvres in houses ‘s 4 


q 
— 
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Who Awoke Houston, Texas to 
Appreciating that the Attic Fan 
Means Sweet Sleep and Cool Evenings 


Houston doesn't get any more heat than 
northern towns—it just has more months of it 
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BEN DUFFIE 


Figuring out a place to put a louvre is the tough job with attic fans—you 
must use porches, windows, or even build gables 


tricky job. Take one of these little 
flat roofed Spanish houses, for in- 
stance. Where are you going to put 
louvres? People object to changing 
the appearance of the house, are slow 
to understand that there must be 
louvres so big if the air is to get in 
and out. Shown with this article are 
some jobs of which Ben Duffie is 
proud. He uses the porch, the win- 
dows, and even puts up gables if 
necessary. 

All installation work is done by a 
contractor who is an _ experienced 
builder. This man knows enough to 
lay down canvas to catch the falling 
plaster, and finishes the job up in ship- 
shape manner. Two men are kept 
busy a day, on the average job. 

It’s tricky work with these south- 
ern houses. Many are flimsily built, 
without insulation and with cracks 
you can throw a cat through. Maybe 
not a cat, but you can stick your 
fingers through the shingles and wig- 
gle them around. With this type of 
construction, a suction box in the attic 


is a necessity. It causes the fan to 
blow the exhaust air into the attic, 
and it finds its way out into the open 
through the louvres or those cracks 
we were just wiggling our fingers 
through. To put a fan up to an attic 
louvre, as is done in the north, would 
mean a rush of air in through the 
cracks in the shingles, defeating the 
purpose. 

A new Duffie wrinkle is the bedding 
of the fan in rubber to prevent vibra- 
tion. Not that attic fans have much, 
but in some houses construction is 
such that anything would vibrate. 
American Blower fans are sold by 
Dufhe, and incidently he carries no 
stock in his appliance store. ; 

Service consists of an annual oiling, 
done mostly by bright eyed salesmen 
who are eager to pick up names of 
friends who liked the fan. And why 
not? Down at 1015 Westheimer there 
are Frigidaires, electric ranges, wash- 
ing machines awaiting—and fan buyers. 
are swell prospects for these things 
too. 
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—Because but a modest investment is required “Buffalo” Attic Fans ~ 
rade WV 


will give home owners cool comfort on hot summer nights— Very fe 
boon 

—Because “Buffalo” Fans cost so little to operate—are so quiet in = 
ion 1S 
operation— with br 
awake 

—Because “Buffalo” has a sales plan that is proving an unusual profit- ft 
Ow 
producer for distributors and dealers who can qualify— dramati 
ner whi 
If you are interested in getting your share of the rapidly growing _ 
demand for “Buffalo” Attic Fans, write or wire today for full details. play w 
holds a 


BUFFALO FORGE COMPANY 
205 MORTIMER ST. BUFFALO, N. Y. ~ 


Branch Engineering Offices in Principal Cities The “Buffalo” Breez-Air Attic Fan is a large capacity fan; 
In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. easily installed as shown below. When operated after sundown, 
it pushes out the hot air, draws in the cool night air. 


EASY METHODS OF INSTALLATION 


1 The illustration at the right shows the 
*usual method of installing the “Buf- 
falo"’ Breez-Air Fan. Grill and suction 
inlet box are employed. Air is discharged 
into the attic, suitable openings 
being provided so that it can 
pass outside. 


2 The drawing at the 
of installing the fan where > 
the attic is reasonably tight. > ~~ \ SSS 
The Breez-Air is installed 

in a side wall or window 
with a louver or hinged 
window and the attic 
stairway may be used 
instead of grills in the 
ceiling. 
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Agitating mechanism and foundation, with motorized re- 
Slotted driving rod "H" 
allows for a pause. "Ci" shows looping of rod over car- 
riage bolt, while "C2" shows finished job with washers 
For other details see text. 


duction gear on other side. 


and lock nut. 


CHLAFEN SIE WOHL is a _ hearty 
s German way of saying good- 
night. Yes, “sleep well” is always a 
delightful wish—but, in the good old 
summer-time, how many of us who 
are not fanned by mountain breezes or 
trade winds do actually sleep well? 
Very few, indeed, unless we have the 
boon of air conditioning in our 
homes. And so, Attic Fan Ventila- 
tion is another electrical appliance 
with bright possibilities for the wide- 
awake dealer. 

But, the central idea—the comfort 
of lowered temperature— must be 
dramatically demonstrated in a man- 
ner which sinks in, if sales are to be 
developed in  worth-while volume. 
Consequently, here is a window dis- 
play with a whimsical slant which 
holds action enough to stop almost 


Ribbons flutter to show attic fan in use, 
window curtains blow and the figure in bed 
is cool and peaceful. The scene changes. 
Ribbons and curtains cease to move, the 
wall sign changes and the little fellow be- 


gins to toss and squirm. 


‘Copy 


=> & 
PANEL 


Attic 


By |. 


In an Action Window 


everyone, and then to drive home the 
story of attic ventilation. 

Just what action grips attention in 
this window display? Gayly fluttering 
ribbons from the attic window and 
billowing curtains, while the quiet, 
peaceful cartoon figure adds piquancy 
to the first part of the story. Then, 
the scene changes. The curtains and 


Mercury Switc 


Rocker 
with Clip for 
Mercury Switch 


AP 6-point flasher device, silent, no open flash and variable cams. 


Universal motor 


theostat controlled and milled gear reduction, and metal cover.* 
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ribbons are stilled; a new transpar- 
ency suggests the usual hot, stuffy 
bedroom. But, the real picture of 
comfortless sleep is demonstrated 
when the “sleeper” starts tossing 
around; his head bobs up and down, 
his feet kick up the covering sheet, 
his middle squirms; and he is having 
a genuinely bad time of it—until the 
attic fan is turned on again. 

Any house or display carpenter can 
lay out and build this simple shack, 
which is a board framework covered 
with compo board. The lower front 
of the shack is open, but the attic 
section is enclosed. In the attic is 
located a 12-inch fan behind the 


louvres of the attic window. No need ° 


to place a regular attic fan up there. 
In a large show window the shack 
might be six feet long, five feet high 
and about three deep. A simple frame- 
work is enough for the windows at 
each end of the bedroom. The wall 


* AP303, Triangular bearing and block, 
pair $3.00; AP 302, Rocker arm with clip 
for mercury switch, each 60¢; AP 301, 
Variable Cam, each 50¢; AP 304, Mercury 
Switch, each $1.50; Complete flasher, in- 
cluding metal cover as shown to the left, 
sells for $39. Made by Andrews and Perillo, 
39-30 Crescent St., Long Island City, N. Y. 


L. Cochrane 


shadow-boxes are framed with picture 
moulding, in order to give a picture- 
like effect. The fronts of the shadow- 
box might be covered with DuPont 
Tontine shade-cloth, and lettered on 
the reverse side—thus, when the light 
is off only a plain white surface is 
seen. Curtains are made of soft, 
filmy material which will readily blow 
around when a small hidden fan is 
turned on each curtain. Spray the 
shack with one or a combination of 
neutral colors, as the signs in front 
must be colorful and so require a 
neutral background. 

Most of the action effects are very 
simple. A 12-inch fan in the attic, 
perched on a platform or bracket, 
blows colored ribbons fastened to the 
outside of the louvres. Two small 
hidden fans are placed just outside 
both windows. Use the swivel-and- 
trunnion type for blowing the cur- 
tains in order to secure the right 
focus for best results. However, the 
main part of the show, the cartoon 
figure which wriggles and squirms 
when the attic fan is off, calls for 
more attention. 

First, the mechanism (Diagram 
No. 2) is made. The oval, flat head 
is merely a piece of thin board with 
eyebrows, closed eyelids, nose and 
mouth painted in cartoon style. The 
sheet covers the rest of the “body” 
and therefore simplifies matters to a 
very large extent. His “bones” are 
formed with #s-inch bessemer rod, 
as per the diagram. The driving rod, 
on the down stroke, jerks the head 
and feet upward, and on the down 


(Please turn to page 97) 
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WESTINGHOUSE ANALYZES HOME AIR 
CONDITIONING MARKET 


MANSFIELD, OH1O—Coincidental 
to the anouncement of entry into Home 
Air Conditioning Westinghouse makes 
known pertinent facts from its compre- 
hensive market analysis of this field. 

The survey, conducted by W. H. 
Stangle, assistant to the manager of the 
Refrigeration and Air Conditioning De- 
partment, has as a prime purpose the 
answer to the universal question “What 
is the market for Home Air Condition- 
ing After a year of exhaustive re- 
search the report shows that the market 


for home air conditioning equipment is 
dependent upon the type and size of 
home that can afford the initial equip- 


ment expenditure and the average oper- 
ating cost. 

The Westinghouse report further re- 
capitulates all homes into four funda- 
mental price brackets, each having a 
definite relation to the heating or air 
conditioning system permissible within 
the economic purchasing power of each 
bracket. These brackets are tabulated 
as: 

Cost of Home 
1. Under $3,000.... 
2. $3,000 to $5,000. 
3. $5, to $7,500. 
4. $7,500 and up.. 
These 


Type System Permissible 
Simplest Heating 

Simple Heating 

Winter Air Conditioning 

-Year Around Conditioning 


determined by 


000 
classifications were 


the unique method of using the 25,000,000 
American non-farm families as a basic 
factor, and their incomes, purchasing 
power and home ownership as indices. 

It is determined that about 9,000,000 
families own their own homes, 62% of 
the single family houses are in need of 
some repair, while 16% require new 
heating equipment, this latter classifica- 
tion constituting a separate heating and 
air conditioning market. 

Stangle also reports that about 42% 
of the existing homes still use stoves for 
heating and 31% use central warm air 
systems. The remainder are mixed, using 
central steam or hot water. The present 
new home market is vastly different in 
that fully 70% of the central systems in- 
stalled are of the direct fired warm air 
type. 

“In covering the one-family new home 
market figures obtained from annual 
building averages over the past 17 years 
were used. These figures shaw a high of 
546,000 one family houses in 1925, a low 
of 41,000 in 1934 and an average of about 
280,000 per year. Of these 280,000 homes 
over 82% will be in the $3,000 to $10,000 


bracket, providing the greatest market 
for heating and air conditioning,” 
Stangle concluded. 


McLENEGAN TO 
MANAGE G.E. AIR 
CONDITIONING 
INSTITUTE 


D. W. McLenegan, assistant commer- 
cial engineer of the General Electric air 
conditioning department, has been named 
manager of the General Electric Air 
Conditioning Institute by J. J. Donovan, | 
department manager. R. D. Wood will 
Mr. McLenegan with the institute 
activities. 

The institute has been in existence for 
three years, during which time it has | 
been the focal point for various independ 
ent studies related to heating and air 
conditioning and the medium through 
which training activities have been car- 
ried on. Coincident with the new ap- 
pointments. Mr. Donovan announced that 
these activities will be considerably en- 
larged beginning immediately, with spe- 
cial emphasis on educational phases of 
its program, in an attempt to meet the 
demand for better-trained men in all 
phases of the air-conditioning industry. 

The institute will henceforth have a | 
home of its own as appropriate quarters 
have been constructed on the roof of the 
present main building of General Elec- 
tric’s air conditioning plant at Bloom- | 
field, N. J. An auditorium, offices, and 
an exhibit room are included, and a com- 
plete line of heating and air conditioning 
equipment will be on display 

Distributors and dealers and others 
closely associated with the design, manu- | 
facture, and sale of G-E equipment, will 
be the immediate beneficiaries of the in- 
stitute’s activities, but its facilities for 
studying current air conditioning prob- 
lems and its availability as a forum for 


assist 


vantage of the industry as a whole. 


Utica Air Conditioner 
for Baltimore 


Distributor 


Carl Sawade, General Sales Manager 
of Utica Radiator Corporation, announces 
the appointment of Wallace Stebb'ns & 
Sons as Baltimore distributors for Utica 
Air Conditioners. 

H. W. Kingsbury, President of Steb- 
bins, has organized an air conditioning | 
division in charge of P. M. Lockwood. 
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their discussion will redound to the ad- 


D. W. McLenegan has been named 
manager of G-E’s Air Conditioning 
Institute. 


YORK SHOWS NET PROFIT 
OF $957,649 


YORK, PA.—The annual statement of 
the York Ice Machinery Corporation, 
York, Penna., released recently by Wil- 
liam S. Shipley, president, shows a net 
income for the year ending September 
30th, of $1,284,252 before deduction of 
Federal and Pennsylvania Taxes, leaving 
a net profit of $957,649 after deprecia- 
tion, interest and taxes except the Un- 
distributed Profits Tax, exemption from 
which is claimed. This compares with 
a net profit of $145,701 for the previous 
year. 

Orders booked during the year exceed 
the previous year by 31%, “Sales 
Closed”, which includes all contracts 
upon which 85% or more of the work 
has been finished and is the basis upon 
which income is computed for statement 
purposes, experienced a similar rise. 


| certificate 


W. H. "Bill" Stangle, 
in charge of home 
air conditioning 
sales for Westing- 
house, is shown con- 
ducting the first an- 
nual dealer meeting. 


Distributors and 
dealers give the new 
Westinghouse air 
conditioning line 
(domestic) the criti- 
cal once-over during 
the first meeting 
held at Mansfield. 


ILG SHARES PROFITS 
WITH EMPLOYEES 


The Board of Directors of Ilg Electric 
Ventilating Co., at their December meet- 
ing voted a yearly profit sharing of 8% 
which applies to all employees who have 
been with the company six months and 
longer. Under the Ilg plan the profit 
sharing becomes cumulative based on 
years of service so that a two year em- 
ployee gets 5% extra, of the bonus, and 
this increases up to 50% extra for eleven 
year employees. This means, therefore, 
that all employees who have been with 
the company 11 years or longer will re- 
ceiver 12% of their yearly salaries. 
view of the fact that the average length 
of service in the Ilg Electric Ventilating 
Co. is now well over 15 years, it means 
that nearly all of employees receive the 
12%. 

This profit sharing is given to em- 
ployees in the form of interest bearing 
which matures in approxi- 
mately 14 months. At that time the cer- 
tificate is payable in cash or it can be 
left on deposit with the company. Fur- 
ther, in accordance with past history 
the company has from time to time made 
it possible for employees to purchase 
stock with profit sharing certificates. 

The Ilg Electric Ventilating Co. have 
had this identical plan in use for 31 
years and it has paid every year except 
five. The profit sharing plan affects 


| this year approximately 300 employees. 


LOGAN - SCHERFF COM- 
PANY NAMED NEW YORK 


DISTRIBUTORS OF SUNBEAM 


ELYRIA, OHIO—E. P. Hayes, gen- 
eral manager sales, The Fox Furnace 
Company, Elyria, Ohio, has announced 
the appointment of the Logan-Scherff 
Company as distributors for the Company’s 
line of year ‘round air conditioning equip- 
ment in the Metropolitan New York 
Area. The new organization will have 


FEBRUARY, 


In | 


its offices at 40 West 40th Street, New 
York City, in the American Radiator 
Building. 

Mr. William A. Scherff is well-known 
in the industry, having been nationa 
sales manager, Oil Furnace Division, Air 
Conditioning Department, General Elec- 
tric Company, for the past five years 
Mr. Boyd H. Logan was associated with 
Mr. Scherff at General Electric and pre- 
viously had been district and national 
sales manager in the boiler and oil equip 
ment fields as well as having operate 
his own business. Both resigned fron 
General Electric recently to form their 
new Company for the distribution of the 
Sunbeam Line. 


GEORGE BOEDDENER 
APPOINTED NORGE 
HEATING SALES 
MANAGER 


DETROIT, MICHIGAN—Announce- 
ment was made today by the Norg 
Heating and Conditioning Division 


| Borg-Warner Corporation, Detroit, tha 
| George Boeddener has joined the orga: 


ization as sales manager. 

Mr. Boeddener has had wide exper! 
ence in jobber dealer distribution of |:ca'- 
ing equipment, throughout the past 2 
years. Prior to joining Norge, he wa 


| general sales manager for The Fox Fur- 


nace Company, subsidiary of Americat 
Radiator and Standard Sanitary Corp” 


| ration, 


| now reached that volume of sales 


Materially elaborated sales activities © 
the Norge Heating and Conditioning D! 
vision were announced  simultancous!) 
with the appointment of Boeddener. 
nationally advertised Norge lines of 
Air Furnaces, Whirlator Oil Bu 
Stokers, Space Heaters, and allied 
ing and Conditioning equipment, 


necessitates augmented factory sale 00 


| operation, and Boeddener, because «/ his 


tion- 


intimate contact with the industry n: 
sales 


ally, has been chosen to head up 
activities. 
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PROFIT 


TO ANY PROGRESSIVE 


ESTABLISHMENT 


You can 


-PROVE THE PROFIT 
these 6 Ways 


1. Increased Business —You can 
prove by the actual experience of 
users that Air Conditioning by 
Delco-Frigidaire increases patron- 
age and sales. 


2. Decreased Costs— You can prove 
that Air Conditioning by Delco- 
Frigidaire has saved money for users 
by less soilage of merchandise, 
greater employee efficiency. 


3. Most Efficient Equipment — You 
can prove that air conditioning 
equipment built by General Motors 
gives maximum efficiency and cool- 
ing per horse power—hence lower 
operating costs. 


4. Proper Selection of Equipment— 
You can prove that Delco-Frigidaire 
offers a wide selection of equipment 
to choose from. 


5. Best Known Name—Y ou can prove 
that the name FRIGIDAIRE is asso- 


ciated with mechanical cooling by 
more people. 


6. General Motors Experience— You 
can prove that General Motors has 
built more mechanical cooling equip- 
ment than anyone else—has con- 
tributed outstanding developments 
that make modern air conditioning 
possible. Assurance of proven de- 
pendability and maximum efficiency. 


Delco-Frigidaire Dealers prove all 
these facts to progressive estab- 
lishments catering to the public. 


SELL PACKAGED 
AIR CONDITIONING! 


DELCO-FRIGIDAIRE presents newest prod- 
uct in its wide line of air conditioning equipment 
anes Frigidaire Unit Store Conditioner, compact 
answer to small commercial needs! i 


ATTRACTIVELY PRICED! 


ays To lo 


DELCO-FRIGIDAIRE 


CONDITIONING DIVISION, GENERAL MOTORS SALES CORPORATION, DAYTON, OHIO i 
AUTOMATIC COOLING, HEATING AND AIR CONDITIONING EQUIPMENT 
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Delco-Frigidaire 
offers you a complete line of Air 
Conditioning plus 6-way proof 
of greater profits 


Today’s greatest business builder for every kind of 
establishment—large or small—that caters to the 
public is—AIR CONDITIONING. 


And Delco-Frigidaire dealers are supplied with PROOF 
that Air Conditioning by Delco-Frigidaire can increase 
profits and protect hard-won gains from onslaughts of busi- 
ness slumps and the inroads of competitors. PROOF based 
on the actual experience of users dealing with the public. 

Unique is a business that can increase its customers’ 
profits in good times, and can become an actual necessity 
to them in bad times. Unique then is Delco-Frigidaire— 
for it offers a complete line of air conditioning equipment. 
It offers the dependability and widespread public accep- 
tance of the name General Motors. And it offers its dealers 
a 6-Way Plan of Proof that can quickly demonstrate the 
profit-making power of Air Conditioning by Delco-Frigidaire. 

Read the 6-way profit-proving Plan on the left. Then 
if you’re interested in joining this fast-growing, fast-moving 
organization and reaping the advantages of Delco-Frigid- 
aire’s complete line of air conditioning and automatic 
heating—mail the coupon below, at once. No obligation, 
of course—and your inquiries will be treated in confidence. 


MAIL COUPON TODAY 


Division 
rigidaire Conditioning 
— Motors Sales Corp., Dept- 
Dayton, Ohio 
interested in your 
complete inform 


Cty ond 


Franchise. Please 
ation at once. 
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NEW AIR CONDITIONING PRODUCTS 


@ In which new products and merchandise pass in review for your benefit. 


| 


YORK Air Conditioners 
York Ice Machinery Corp., York, Pa. 


Models: Yorkaire portable air condi- 
tioner; Yorkaire self-contained unit 
air conditioners; York residential 


air conditioning systems oil burning 
boiler, and York sectional air con- 
ditioners 


Selling Features: Yorkaire Condi- 
tioner BA-90 features an adjustable 
rotary grill which diffuses condi- 
tioned air through room to meet 


individual preferences; walnut-fin- 
ished cabinet styled by Walter Dor- 
win Teague adjustable damper in- 


troduces outdoor air; outdoor air 


and recirculated air are blended and 
passed through special giant filter; 
window-adapter, adjustable to win- 
dow size, contains fresh-air inlet, 
condenser air intake and condenser- 
air exhaust connections; compres- 
sor and motor are mounted low in 
cabinet and are isolated from base 
by floating spring mounting; low 
air velocity through extra large 
cooling coil reduces sound of rush- 
ing air; finger-tip controls. 

Yorkaire 275, 350 and 475 self-con- 
tained unit air conditioners combine 
in a single cabinet all elements 
necessary for summer and winter 


air conditioning—a refrigerating 
unit, cooling surface, air circulating 
fan and filter, heating surface and 
humidifier; standard York “Balan- 
seal’ compressors with standard 


PAGE 42 


motors and drives are part of equip- 
ment; built-in reserve capacity pro- 
vides low humidity on extra muggy 
days; stainless steel grilles simplify 
control of air; will be shipped and 
handled in sections, the bottom sec- 
tion containing the complete re- 
frigeration system and cooling coil. 
York Oil- Burning boiler is designed 
for operation in domestic heating 
or as an integral part of York Resi- 
dential air conditioning System; oil- 
burning boiler features standard 
units for steam, vapor and hot wa- 


ter heating systems ; available in a 
range of sizes for every residential 
application need ; assembly includes 
equipment for supplying adequate 
quantities of year ‘round domestic 
hot water; pressure-atomizing type 
burner with special features for 
quiet operation; carefully selected 
controls for inherent operating 
safety and uniform temperatures ; 
sectional construction; luminescent 
gray furniture steel jacket with 
stainless steel trim and basemould- 
ing ; 

A new line of air units will include 
Sectional Air Conditioners of the 
finned coil type for human comfort 
applications, “dry coil” type equip- 
ment for industrial applications, 
spray-type and new “wetted sur- 
face” conditioners for packing plants 
etc., and York economizers. Paral- 
lelling the re-design of these air 
handling units a new series of York 
finned-coils for direct expansion 
Freon-12, chilled water or non-elec- 
trolytic brine application have been 
developed. These Sectional Air 
conditioners in each general class 
will be available from stock in 1, 2, 
or 3 fan models for various air vol- 
umes, for floor or ceiling mounting 
and may be installed within condi- 
tioned space or at remote location 
with proper duct system; coils have 
been redesigned for each class of air 
unit. — Electrical Merchandising, 
February, 1938. 


v 


G-E Small Air Conditioners 


General Electric Co., Air Conditioning 


Dept., Bloomfield, N. J 


Device: Small unit-assembly air con- 


ditioners for apartments, business 
suites, small retail stores, etc. 


Selling Features: Two types, HD- 


50B and HD-100B ; each conditioner 
consists of 3 independent sub-assem- 
bly sections bolted together to form 
complete unit: frame and enclosure 
section which houses the heat trans- 
fer surfaces and the humidifier; the 
fan unit, which houses the spring- 
mounted, directly - connected fans; 


and the filter unit. There are 10 
standard units for each type air 
conditioner which are provided in 
sufficiently wide range of combina- 
tions to meet most frequently occur- 
ring demands; specially built con- 
ditioners in same series are also 
available incorporating special ar- 
rangements of standard parts or 
standard parts with minor varia- 
tions in design; conditioners may be 
used with any combination of air 
conditioning function—cooling, de- 
humidifying, heating, humidify- 
ing, filtering, circulating, ventilating, 
by means of connection to outside 
air duct, rated cooling capacities 
with 40 deg. refrigerant, air at 80 
degs. and 50 per cent relative hu- 
midity, range from 18,400 b.t.u. per 
hr. to 40,300 b.t.u. per hr.; rated 
heating ——— with 2 lb. steam 
and 70 deg. air, are from 45,800 
b.t.u. per hr. to 68,500 b.t.u. per hr. 
Fan unit may be assembled to 
frame and enclosure to obtain any 
one of 6 different arrangements for 
fan discharge upward, downward 
or horizontally; no separate drain 
pan is necessary because heavy sheet 
steel bottom of enclosure serves 
also as drain pan; top and bottom 
of frame and enclosure constructed 
the same, making it possible to turn 
entire unit upside down to convert it 
from a right-hand to a left hand 
assembly; 2 fans are of G-E aphonic 
radial flow type, dynamically bal- 
anced with die cast silicon-aluminum 
alloy blades.—Electrical Merchan- 
dising, February, 1938 


4 


KOOLROOM Conditioners 


Koolroom Div., Indian Products C. ops 
2338 S. Indiana Ave., Chicago, Ill. 


Models: 33-W, 50-W, 100-W, 150-W 


and 33A-WS, cools, dehumidifies, 
ventilates, cleans, circulates air. 


Selling Features: Model 33-W circu- 


lates 225 cu.ft. air per min., extracts 
4500 BTU’s per hr.; 3 hp. capaci- 
tor motor, 110 volts, 60 cycles, a.c. 
water cooled; 39 in. high, 36 in. 
wide, 21 in. deep. 


50-W circulates 320 c.f.m., extracts 


6925 b.t.u.’s per hr.; 4 h.p. capacitor § 


motor, 110 volt, 60 cycle a.c.; 39 in, 
high, 36 in. wide, 21 in. deep. 
100-W circulates 450 c.f.m., extracts 
14,400 b.t.u.’s per hr.; 1 h.p. repul- 
sion-induction motor, 220 volts, 6 
cycles, a.c. 41 in. high, 36 in. wide, 
24 in. deep. 

150-W circulates 600 c.f.m., extracts 
19,000 b.t.u.’s per hr.; 14 h.p. repul- 
sion-induction motor, 220 volts, 6 
cycles, a.c.; 41 in. high, 36 in. wide, 
24 in. deep. 

Model 33A-WS portable, circulates 
200 c.f.m.; extracts 4,000 b.t.u.’s per 
hr.; 4 h.p. motor; 17 in. high, 23 in, 
wide, 29 in. deep. 

Conventional type refrigeration 
unit; large-size evaporator coil 
is self-defrosting. Special filter 
cleanses air; special 5-blade fan. 
Ivory, green or walnut steel cab- 
inets. 

Prices: Model 33-W, $250.; 50-W, 
$350.; 100-W, $450.; 150-W, $550.; 
33A-WS portable, $175.—Electrical 
Merchandising, February, 1938. 


MATTHEWS Kool-Aire 
Conditioner 


Matthews Mfg. Co., Newton, lowa. 


Device: “Kool-Aire” air conditioner. 

Selling Features: Enclosed in sliced 
grain hand rubbed walnut cabinet; 
uses ordinary tap water which con- 
stantly flows thru brass coil pump 
assembly; 10 in. fan operates by a 
built-in motor, forces a blast of air 
over flowing water which cools 
room. 

Price: $32.50.—Electrical Merchan- 
dising, February, 1938. 


BLOAIRE Furnace Blower 
The Lau Blower Co., Dayton, Ohio 


Device: Model 401 Bloaire package 
unit furnace blower. 


Selling Features: Centrifugal type 
furnace blower—not a fan; h.p. 
motor with automatic overload pro- 
tection; 2 filters 15x20 in. included 
as standard equipment ; leak- “prc of 
filter frames; automatic belt tight- 
ening device; self lubricating bear- 
ings; centrifugal type blower wheel 
operates at peppy 100 r.p.m., 
delivers 1,000 c.f.m.; large size door 
permits full access to filters and 
mechanism; compact—28 in. high, 
24% in. wide, and deep; streamline 
casing of heavy gauge steel ; rounded 
corners, chromium hardware, 2-tone 
baked Morocco finish. 

Price: $39.95 complete.—Electri.al 
Merchandising, February, 1938. 
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NO MAN IN THIS INDUSTRY CAN 
AFFORD TO MISS KNOWING ABOUT 
KELVINATOR’S PLANS AND PROD- 
UCT DEVELOPMENTS FOR 1938! 


T’S BEEN IN THE AIR for months... in lunch-table con- 
versations of half the industry since last fall . . . every- 
body talking “rumors from Kelvinator’’. 


All right, Gentlemen. Read the story itself! 


PRODUCT: the greatest Kelvinator ever produced, and 
that goes without reservation. It’s the most powerful 
cold-making, ice-making refrigerator ever put in any- 
one’s kitchen . . . yet it will show the way, for bedrock 
economy, to anything else on the market today. 


ADVERTISING: an absolutely new kind of advertising 
for this industry . . . full page, full-color ads in the most 
powerful publications it’s possible to buy. 


EACH DEALER’S OWN PROGRAM: a hand-tailored, 
made to measure, completely rounded, LOCAL ADVERTIS- 
ING CAMPAIGN for Kelvinator dealers . . . a new, revolu- 
tionary, long-awaited IDEA! 


COMPLETE SALES-CLOSING HELP: This is the most 
thoroughly practical, usable, workable program ever 
offered a dealer in this industry . . . proved in advance... 
to get that business for you! 

All of it’s right . . . and all of it’s ready. 


Get all details, climb aboard, and let’s get going. Get in 
touch with your Kelvinator distributor . . . or tell us, and 
we'll get him in touch with you, quick! KELVINATOR, 
Division of Nash-Kelvinator Corporation, Detroit, Mich. 


vin 


THESE SENSATIONAL NEW KELVINATORS 


ARE REALLY LOADED WITH SALABILITY! 


© Full of sparkling new features...the new 
Kelvinator is your customers’ own dream 
of everything a refrigerator ought to be! 

They’ll be amazed when you tell them 
exactly how many big ice cubes Kelvin- 
ator will give them for a penny’s worth of 
electricity! 

Just an example of the economy of Kel- 
vinator’s new “Polar Power” Sealed Unit! 

Any man will be pleased with Kelvin- 


ator’s new exclusive Speedy-Cube ice re- 
lease. 

Any woman will be delighted with Kel- 
vinator’s new, exclusive shelves that move 
up or down to make room for biggest 
turkeys, melons, etc. 

And so on down the line! No other re- 
frigerator made has so much eye-appeal, 
or sales-appeal. KELVINATOR’S easy 
to sell. Look at it now! 


tor 
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The retail sales force of 


Coghlin's, Worcester, Mass. 


At the right is a view of the 
main sales floor of Coghlin's, 
Worcester, Mass. 


Below is a typical window dis- 
play of the Coghlin organiza- 
tion in Worcester, Mass. 
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= story of a Worcester, Mass. 
company that will have sold 600 domestic refriger- | 
ator jobs and 100 commercial jobs in 1937 


LECTRIC refrigerators can 
kK be sold irrespective of the 

season if the thinking of the 
sales manager and his selling force is 
in the right direction. 

Such has been the experience of 
Coghlins, Inc., pioneer Worcester, 
Mass., electrical house, which has 
been in the appliance field for years 
and finds it an increasingly profitable 
business in which to be. 

In Worcester, the name Coghlin 
has rated so high for years that the 
firm has developed from an electri- 
cal contracting concern to one that 
handles electrical fixtures, Frigidaire 
electric refrigerators, electric ranges, 
washers, and finally furniture. 

It's a strange story—the yarn of 
this company that still has the active 
service and advice of the man after 
which it was named. Coghlins is 
made up of J. P. Coghlin, the presi- 
dent, John W. Coghlin, a son who 
supervises all wholesale activities, 
and Edwin (Ted) Coghlin, the 
younger son who supervises electrical 


contracting work and the retail end 
of the business. In addition to the 
Coghlins, there is V. E. (Vic) Zetter- 
berg. And in Zetterberg, according 
to Ted Coghlin, lies the reason why 
the company has made its mark as a 
merchandiser of Frigidaire refrigera- 
tors, Frigidaire commercial refrig- 
eration equipment and Delco-Frigid- 
aire heating and air conditioning 
equipment. 

This man Zetterberg is an appli- 
ance man from first to last. He sold 
refrigerators in Michigan. He was 
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partner in a large dealership at Flint 
Mich., where, caught in the down. 
draft of industrial retrenchment in 
the early thirties, he trekked to New 
England to become a district repre- 
sentative and branch store manager 
of Frigidaire. 

After developing a Frigidaire re 
tail operation in Worcester for sale t 
private interests, Zetterberg went 
with the store to Coghlins becaus 
they wouldn’t buy it until he had 
agreed to come along. That was in 
March, 1933. Since that time, the 
march of Coghlins down Worceste: 
appliance street has been a steady one 
and this year its household refrigera 
tor sales volume will approach 6() 
cabinets and its commercial refrigera 
tion volume will be nearly 100 in- 
stallations. On July 1, the’ compan) 
had sold more household units than in 
all of 1936 and its commercial total is 
twenty-five percent ahead of last 
year’s. 

“Vic” Zetterberg is a strong be- 
liever in sales education, morale 


building and year round selling. 

“T am still so old-fashioned that we 
hold a sales meeting every morning,” 
he said, “but I have found through 
experience that the reason salesinen 
sell is because they are sold the -cll- 
ing idea by their manager. My boys 
sold 90 boxes in July and 100 in 
August. They sold this volume— 
triple the sales for a comparable 
period in 1936—because they were 
convinced it could be done and ‘hat 
people will buy in July and August 

(Please turn to page 99) 
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r Read what Kelvinator is doing to give you 
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a a better year... on Watt-Watcher Electric Cookery Sales 


=> 


last 


be- 
YOUR OWN PEOPLE EXPERTS 1 poe oe 
oug raining in emonstrating att-VV atcner ne 
ON ELECTRIC RANGES! Electric Cookery ...the best way to cook. i, 


YOUR SALESPEOPLE BETTER 2 Ketvinator provides masterful, 100% practical 
training courses espeople... t 
EQUIPPED TO SELL! es-training courses for your salespeople...how to 


find prospects...how to approach them...how to close 
sales...new, proved ways in sales strategy, developed 
with the help of successful Kelvinator salesmen. 


FREE 3 Kelvinator furnishes slide films with sound that 
FILMS FOR interest everybody ...and that tell the advantages 
PROSPECTS! of electric ranges, especially Kelvinator “Watt- 


Watcher” Electric Cookery, in a way no woman can 
forget. Easy to show in your store, they'll prove a 
grand drawing-card for you! 


TAKES THE STORY HOME 4 Kelvinator has a “visualizer” for you that does 


a remarkable job of getting the story over, RIGHT 
AND INTO THE KITCHEN! IN THE PROSPECT’S HOME. 
PLUS ... THE GREATEST 5 For 1938, Kelvinator has developed the amazing 
SALES HELP OF ALL! “KONVINCE-HER” ... an entirely new and excit- 


ing selling tool, suitable for individual or group 
demonstrations, that brings customers to your store 
... brings in sales. See this. Watch it work! You 
can have a demonstration of it, any time you say ... 
and the sooner, the better! Get the whole story of 
the Kelvinator line and the Kelvinator program for 
1938. Phone your distributor. Or write now to: 


aes : CALLED THE “KONVINCE-HER”.. . and it does! Nothing else 
KELVINATOR, Division of Nash-Kelvinator Corp., like it...world’s grandest device to NAIL DOWN the story of 


i i electric cookery and Kelvinator Electric Ranges. Creates talk 
Detroit, Mich. «+spulls in prospects...helps close / Learn all about it—now! 
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The RANGE Arrives 


ARTHUR P. HIROSE 


The electrical appliance business 
is not static. Change is inevitable. 
Ever since the end of the 19th 
century, new appliances have made 
their appearance. What will be 
the next appliance to catch public 
fancy and reach volume sales? To 
answer this important question, 
“McCall's Magazine” has made a 
copyrighted study, the results of 
which are digested on this page. 
In this study, “McCall’s” had the 
help of the principal trade asso- 
ciations im the appliance field, 
valuable assistance from “Elec- 
trical Merchandising” and other 
business publications and the coun- 
sel of P. L. Miles. Reese Mills, 
W. A. Grove, C. E. Greenwood, 
L. E. Moffatt and Walter J. Daily. 


VER since the introduction of 

the incandescent lamp and the 

electric iron, new appliances 
have come along to take their place 
in consumer acceptance—the vacuum 
cleaner, the washing machine, etc. 
These newer appliances have in no 
sense usurped the place of older prod- 
ucts, but rather supplemented their 
predecessors. Today the automatic 
refrigerator occupies the limelight. 
But eventually, as in the past, the 
spotlight is bound to shift to another 
appliance. 

In looking over the other appliances 
which have not yet attained public ac- 
ceptance, it is necessary to weigh the 
bids of the ironer, the water heater, 
air conditioning plants, oil burners, 
dishwashers and electric ranges. Of 
these major appliances, the electric 
range gives most evidence of meeting 
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With saturation at the point where 


national promotion will result in increasing 


yearly sales and with range rates universally 


favorable, the electric range enters its great 


profit pe riod. 


By ARTHUR 


P. HIROSE 


Director of Research, McCall's Magazine 


the requirements for ability to next 
capture the attention of Mrs. Con- 
sumer. More electric ranges are cur- 
rently being bought by consumers than 
any of the other major appliances that 
have not yet fully “arived.” 

The progress of the electric range is 
illustrated by a comparisen with gas- 
range sales. In 1933, only one elec- 
tric range was sold to each 15 gas 
ranges. In 1936, one electric range 
was sold to each 5 gas ranges. 

The electric range is unquestionably 
benefiting from the revival of interest 
in new home building and home mod- 
ernization, since it is the kitchen, 
rather than the bathroom or the recre- 
ation room, which now seems most im- 
portant to home occupants. The Na- 
tional Kitchen Modernizing Bureau 
with its local working bureaus has 
fosused attention on the all-electric 
kitchen. 

With this emphasis on the kitchen 
and on kitchen appliances, the electric 
range offers a sales and profit oppor- 
tunity unrivalled by any other house- 
hold appliance. The automatic re- 
frigerator has done much missionary 
sales work for the electric range. An 
attempt to sell oil burners, ironers, or 
air-conditioners, for example, will not 
cash in on this missionary work. Sales 
work behind the electric range not only 
cashes in on the ownership of auto- 
matic refrigerators in millions of 
homes but also will encounter less 
resistance, because of women’s desire 
to achieve modern kitchens. Further- 
more, sales effort in the kitchen behind 
the electric range makes it possible for 
the retail salesman to gauge the time 
when women can be persuaded to trade 
in their present automatic refriger- 
ators for newer, replacement boxes. 
Electric range selling, properly admin- 
istrated by manufacturers, distributors 
and retailers, can dove-tail into re- 
frigerator seasonal sales peaks and 
valleys. 


Because of the tendency of so many 
distributors and retailers to specialize 
on a few major household appliances, 
the electric range makes it possible 
for these enterprises to continue their 
present specialization, without a great 
change over in sales methods. 

Not only are there sufficient whole- 
sale and retail outlets to distribute 
electric ranges, but the desire of the 
utility companies for increased domes- 
tic load makes certain encouragement 
for all distributors and dealers who 
take on range selling. With the single 
exception of the electric water heater, 
the range offers the largest load of any 
of the well-known household appli- 


ances. 


are no longer the 
Today, some 


“Range rates” 
problem they once were. 
17,000,000 homes are on the lines of 


power systems that offer practical 
cooking rates. Since about 1,700,000 
homes are now equipped with electric 
ranges, the unsold market today is 
ample, and will be widened as more 
homes are offered cooking rates. 

A study of the past history of 
household appliances shows that each 
product passes through three stages. 
First is the exploitation period, during 
which manufacturers are busy invent- 
ing, developing and perfecting their 
products. Sales increases are small in 
this stage. The second stage of ap- 
pliance sales history is the profit stage, 
where large-scale promotion takes 
place and sales increases are rapid. The 
third or final stage in an appliance’s 
sales history is the competition stage. 
During this stage an appliance reaches 
theoretical saturation of all worth- 
while prospects’ homes and is con- 
cerned largely with a_ replacement 
business. Because theoretical satura- 
tion has been reached, sales increases 
decline and prices decline and to some 
extent profits are smaller. 

Appraising the various appliances 
by the standards of these three stages 
of sales history, we find the vacuum 
cleaner, washing machine, electric iron. 
home radio receiver, gas range and 
other appliances are in the competition 
or replacement stage. The automatic 
refrigerator is still in the profit stage. 
The electric range, on the other hand, 
seems on the threshold of entering the 
second or attractive profit stage. 

Comparing the automatic refriger- 
ator’s phenomenal sales success, with 
the electric range, which now seems 
destined for sales success, certain ob- 

(Please turn to page 96) 
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HAT is considered the big- 
\ gest push ever given electric 
ranges was announced by the 


Modern Kitchen Bureau recently. At 
the same time two other programs 
were announced, one for the promo- 
tion of electric refrigerators, and an- 
other for electric water heaters. 

For the first time in history a co- 
operative national advertising program 
will back electric ranges. It will appear 
in six publications reaching over thir- 
teen million homes, and includes The 
Woman’s Home Companion, Ladies’ 
Home Journal, McCalls, Good House- 
keeping, American Home and Better 
Homes & Gardens. 

The electric refrigerator program 
is based upon local newspaper adver- 
tising and correlated activities. Elec- 
tric water heater sales will be stimu- 
lated by a number of local and na- 
tional contests. 

The Modern Kitchen Bureau is 
sponsored by the National Electric 
Manufacturers Association and the 
Edison Electric Institute jointly. It 
is an outgrowth of the former “Na- 
tional Kitchen Modernizing Bureau.” 


6-Point Program 
Boosts Ranges 


The electric range program an- 
nounced by the Modern Kitchen Bu- 
reau includes six activities: 

1. An aggressive national advertis- 
ing campaign on electric ranges . 
color pages in leading women’s maga- 
zines . reaching over 13 million 
homes. 

2. A national electric range “Spring 
Showing”, April 11 to 30th, spon- 
sored locally by the utilities and deal- 
ers, and featured in the national 
magazines. 

3. A special four-page electric range 
newspaper section, supplied to local 
newspapers by The Modern Kitchen 
Bureau, which carries feature stories 
by leading authorities and advertising 
of the local utility, distributors and 
dealers, 

4. Special newspaper advertising 
mat service to tie in with the national 
advertising. 

5. A nation-wide window display 
contest, with $1,200 in cash prizes for 
utilities, dealers, and department 
stores, 

6. A variety of sales helps, pro- 
vided by The Modern Kitchen Bureau 
ind manufacturers, including cook- 
books, radio spot announcements, plac- 
ards, and window display material. 


Magazine Ads Rout 
“Ghosts” of Old Ideas 


Employing the modern “sequence” 
technique, the magazine advertise- 
ments stress the low operating cost 
aid speed of today’s electric ranges. 

They infer by their art and copy 
'reatment that homemakers who re- 
tard electric cooking as slow and ex- 
pensive are behind the times, and are 
n danger of being enslaved by two 
ghosts, “the Bogeyman of Cost” and 


RALPH H. JONES 


President Ralph H. Jones Advertising 
Agency, presented range copy plans. 


W. A. "ART" GROVE 


Chairman Advertising Committee, 
NEMA Range Section, told the promo- 
tion story. 


Big Range Push 


in 1938 
Announced By 


Modern Kitchen Bureau 


the “Spook of Slowness” that hold 
them to old-fashioned cooking meth- 
ods. Modern homemakers, the adver- 
tisements point out, have discovered 
that an electric range saves both time 
and money, reduces house work, is 
clean, and produces better, more appe- 
tizing meals. 

Besides being cleverly aimed at the 
widespread misconceptions of electric 
cooking, the “ghost” theme steps the 
advertising tempo up to a high pitch 
and gets the story across dramatically 
and enticingly. 

The national advertising campaign 
on electric ranges is expected to create 
an entirely new conception of electric 
cooking, and to clear the way for 
brand selling on the part of manufac- 
turers, distributors and dealers. 


Range Showing Backed 
By Manufacturers 


The high-spot of the local tie-in 
effort on the part of the local Modern 
Kitchen Bureaus will be the Electric 
Range “Spring Showing”. 

National magazine advertising urges 
readers to see the new electric ranges 
at their electric company’s or dealer’s 
show-rooms during this special pe- 
riod, and manufacturers will concen- 
trate heavy advertising on ranges, 
supporting the Bureau’s program. 

The Modern Kitchen Bureau itself 
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has prepared special newspaper mats 
that tie-in with the national advertis- 
ing. Designed to carry local signatures, 
these newspaper advertisements will 
point up and localize the effort. 

The Bureau has also prepared spec- 
ial radio spot announcements that 
utilities can use over local stations, 
with their own identification. 


Newspapers Boost 
Range Showing 


Local newspapers all over the coun- 
try will tie-in with the Electric Range 
“Spring Showing”. The Modern 
Kitchen Bureau is supplying leading 
newspapers with a 4-page feature sec- 
tion in mat form that drives home the 
electric range story. About half of 
the space will be packed with strong 
selling “editorial” features, with the 
names and pictures of nationally 
known personalities; and the other 
half will be devoted to advertising 
which the newspapers will solicit. 

This special section supports the 
utility’s distributors’ and dealers’ own 
local effort and will play a vital part 
in making this the biggest push ever 
put behind the sale of electric ranges. 


$1,200.00 in Cash Prizes 


In order to encourage the coopera- 
tion of display departments, The Mod- 


ern Kitchen Bureau is offering cash 
bonuses for prize-winning window 
displays set up during the first two 
weeks of the Electric Range “Spring 
Showing”. 
There are to be three classifications 
. utilities, dealers, and department 
stores . and a total of 39 prizes. 
Each classification will have a first 
prize of $150, a second prize of $100, 
a third prize of $50, and ten additional 
prizes of $10 each. 

Because the cost of the window dis- 
play will not be a factor in the judg- 
ing, everyone has an equal chance to 
win. Awards are to be made solely 
on the basis of sales appeal and edu- 
cational value. 


A Wealth of Sales Helps . 


For use in show-rooms, The Modern 
Kitchen Bureau will supply jumbo en- 
largements of the color pages that run 
in the national magazines. Dealers 
will also receive a colorful large size 
poster for window or wall display, 
and manufacturers will send complete 
material for tie-in purposes. 

One of the most interesting of the 
sales helps is an eighty-page Meal 
Planning Book with authoritative text 
and full color reproductions of delici- 
ous dishes, showing how to get the 
most satisfactory service from an elec- 
tric range whatever its make or model. 
It contains chapters on Oven Meals, 
Roasting, Baking, Top-of-Range 
Cooking, Deep-well Cooking, Canning, 
Cleaning and Care of the Range, as 
well as numerous menus, recipes, and 
temperature and time tables. It was 
planned by utility company home econ- 
omists and written by a home econo- 
mist of national reputation. Nothing 
just like it had previously been pub- 
lished by the electric industry, it is 
said. 


“Spear Heads” of Attack 


The Electric Range Program for 
1938 is one of three “spear heads” of 
attack_of the electrical industry. De- 
tails of the other two programs— 
Electric refrigerators and_ electric 
water heaters—will be anounced at a 
later date. 

Range manufacturers 
the program include: 

Borg-Warner Corporation Norge 
Division, Detroit, Michigan. Edison 
G.E. Appliance Co., Inc., 5600 W. 
Taylor Street, Chicago, Ill. Electro- 
master, Inc., 1803 E. Atwater Street, 
Detroit, Michigan. Estate Stove Com- 
pany, Hamilton, Ohio. General Elec- 
tric Company, Nela Park, Cleveland, 
Ohio. General Motors Sales Corp., 
Frigidaire Division, Dayton, Ohio. 
A. J. Lindemann & Hoverson Co., 601 
W. Cleveland Avenue, Milwaukee, 
Wis. Malleable Iron Range Company, 
Beaver Dam, Wis. Nash-Kelvinator 
Corp., Detroit, Michigan. Roberts. & 
Mander Stove Co., llth St. & Wash- 
ington Ave., Philadelphia, Pa. Walker 
& Pratt Mfg. Co., 31 Union Street, 
Boston, Mass. Westinghouse Elec. & 
Mfg. Co., Mansfield, Ohio. 


supporting 
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The World’s 
Highest Authority 01 
Product Performance 


+ IS ANY ONE OF YOUR CUSTO vcr: 
Probably she never saw @ live 
emgincer in action. She mever went through 
testing laboratory. But she kegws whet 
product for which the paid her good non 
should do IN HER KITCHEN OR HOME 


All over the world these Westinghous u: 
have been putting Westinghouse applianer: 
through the most rigorous home 
practical Operation under all the ordinary a. 
extraordinary conditions Of actual us- 
have recorded their experiences, their savings, 
their operating expenses, their Suggestions. 
EVERYTHING! These records — these fact: 
all uneciotned, ere SEL! 
ING FACTS, Westinghouse retailers are uci 
with truly amazing results, 


Actual useré give Westinghouse 
their powerful telling story — give W 
howse advertising its pertinent and Penetratin 
messages. These users, in effect, ate writ ng tt 
booklets, the sales manuals, the Product liter 
ture. After all, THEY ARE. THE WORLD 
HIGHEST AUTHORITIES ON PRODUCT | 
PERFORMANCE AND EWERY ~©ROS 
PECT KNOWS IT’ 


If thie Modern, seridible way of sting 
and selling electrical merchandise | pee! 
to you, ask your Westinghouse man © oj 
ditional facta; or write direct to Dep 843 
WESTINGHOUSE ELECTRIC & MFC CO 
MERCHANDISING DIVISION, MANEFIF © 0 


EVERY HOUSE 
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Swings Buyers to Westinghouse! 


The new Westinghouse Kitchen-proved MEAT-KEEPER marches 
on to new triumphs. “Most important improvement in years,” say 
practical homemakers in Official Westinghouse Proving Kitchens. 

Standard equipment in ALL models of 5 cubic feet or larger, the 
MEAT-KEEPER gives Westinghouse dealers a big “edge’’ on com- 
petition, paves the way to more sales ...easier ... more profitably. 
Get full details of big advertising program and special selling activ- 
ity. See your Westinghouse Distributor, or write Westinghouse 
Electric & Mfg. Company, Department 8127, Mansfield, Ohio. 


Ride with the MEAT-KEEPER 
to bigger sales and profits in /AF7/ 


E RY HOUSE NEEDS O S e 
Sch REFRIGERATORS 
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Arkansas Power and Light Company Sales Department Exceeds Quotas 


by Using Prize-Commisston Plan in Each of Campaigns Undertaken 


DOPTING the theory that 

contests create competition, the 

Sales Department of the Ar- 
kansas Power and Light Company is 
setting one record after another in 
each of its sales campaigns. 

During the two years that the plan, 
in varied forms, has been followed, 
not only have quotas been exceeded 
in every campaign, but salesmanship 
has improved and sales organization 


greatly increased in efficiency, says 
P. C. Tucker, general sales manager 


of the power company and head of 
the sales department. 

Conducting a campaign along the 
lines of a contest was begun more or 
less as an experiment, but before long 
it became necessary to have a per- 
manent organization to plan and carry 
out the plan. As a result, a sales pro- 
motional division was created, through 
which the sales efforts of the power 
company are co-ordinated. 

Two kinds of sales campaigns are 
conducted by the Arkansas Power and 


Light Company, one embracing the 
regular force, and the other 
the all-employe group. 

The regular salesman work on cam- 
paigns that include electric refrigera- 
tors, electric ranges, electric water 
systems, electric dish washers, and 
attic ventilation systems. These ma- 
jor appliances require specialized 
sales efforts, and since a maintenance 
feature is involved, it is considered 
best to restrict dealings in them to 
the salesmen who are trained along 
these lines. 

The employes participate in cam- 
paigns for the sale of I. E. S. lamps, 
small lighting equipment, irons, fans, 
roasters and all types of table appli- 
ances and heating devices. 

Realization that sales efforts may 
bring prize awards on top of the 
usual commissions is the factor that 
arouses the enthusiasm in the cam- 
paigns and gets the work done, says 
Mr. Tucker. 

“In all of our sales campaigns we 


sales 


try to inject some kind of contest 
between the individual salesmen or 
employes, or between the various op- 
erating divisions of our company,” 
Alfred Givens Jr., head of the Sales 
Promotion Division, explains. “In 
doing this we are merely taking ad- 
vantage of a well established Ameri- 
can custom of a love for rivalry. The 
average individual likes to pit his 
ability against other people who have 
similar training, to demonstrate what 
he can do. Even in the most modest 
there is a certain amount of egotism 
which he or she, consciously or un- 
consciously, likes to parade before 
other people. Our employes are aver- 
age human beings just like the em- 
ployes of thousands of other business 
establishments throughout the United 
States, and when the idea of a contest 
is suggested, in which they can com- 
pete without any investment on their 
part other than their time, they are 
all for it. 

“In the case of employes whom we 


After getting a pointer from Electrical Merchandising, Director Givens and Miss 
Wharton go over the sketches for use in a sales report to the field forces. 
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classify as non-selling employes, 
those whose particular duties are not 
the selling of merchandise alone, we 
reward their sales efforts with a com- 
mission or bonus, which repays them 
for any time they spend in promoting 
the sale of additional electric service 
to our customers through the sale of 
electric appliances. In addition, we 
usually have contest ideas which award 
prizes to employes who are most suc- 
cessful in the sale of these appliances 
during a given period of time. The 
basis of awards may be either through 
a weekly drawing of tickets issued for 
each sale, which gives every competing 
employe an opportunity to win, or by 
awarding the three or four leading em- 
ployes each week a prize. Or we may set 
aside from the sale of each appliance 
a certain amount of money and put 
it into a fund to be divided among the 
three high operating divisions of our 
company for entertainment. 

“While the basic idea of our con- 
tests are the same, we try to vary them 


Miss Wharton stenciling the mimeograph 


sheet for distribution to the sales forces. 
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By Edgar B. Chestnutt 


Alfred Givens, Jr., director of the Sales Promotion Division of 
Arkansas Power and Light Company, and Miss Edith Wharton, 


from time to time, building them 
around such ideas as the race horse, 
a roulette wheel, an election, a mili- 
tary campaign, etc., so as to give a 
new dress to the same old idea, and 
yet present it in an interesting and 
worthwhile manner so that it will 
appeal to all of our employes. 

“The results of all-employe con- 
tests developed by the Sales Promo- 
tion Division have been so successful 
that today more employes are taking 
part in our efforts to sell additional 
electric service to our customers than 
ever before in the history of the com- 
pany.” 

Mr. Givens explains how the con- 
tests are inaugurated. “In presenting 
the sales campaigns to the employes 
of our various districts over the state, 
we usually assemble all those in a 
certain area and give them a complete 
outline of our sales campaign, to- 
gether with the sales campaign pros- 
pectus and other materials, before the 
campaign is launched. After they have 
had time to study the outline, we 
begin the sale. Then, from time to 
time, we go back and hold individual 


pep meetings in the towns. Our all- 
employe sales idea is based on the 
adage that “where there is union, there 
is strength! Our chief aim is to sell 
to our customers, through our em- 
ployes the idea that a better standard 
of living is awaiting each one of them 
through the use of electrical appli- 
ances in their home, and we stress 
the fact that this convenience is pos- 
sible whether they buy from us or 
from a dealer.” 

Much interest and enthusiasm in 
the campaigns are aroused by bulle- 
tins, reports, circulars and other lit- 
erature distributed by the Sales Pro- 
motion Division, most of it created 
by the division. 

One of the most thorough cam- 
paigns staged was the recent sale of 
I. E. S. lamps, by which a motion 
picture, “The Rustlers of Bad Sight 
Gulch,” was written in weekly in- 
stallments by the results of the sales. 
At the end of the seventh week of 
the sale the entire quota had been sold, 
with several weeks remaining to wind 
up the “picture.” 

One of the most successful cam- 
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his assistant, discussing an idea presented in Electrical Merchandis- 
ing, with a view of adapting it to an appliance sales campaign. 


paigns embracing the contest theme 
was the 1936 Christmas appliance 
sale. This was built around the idea 
of a big Christmas Carnival. In fact, 
the campaign was named “The Christ- 
mas Carnival of Sales.” Each local 
office of the power company was con- 
sidered as a booth along the big mid- 
way where appliances were being sold. 
The local manager was represented as 
the booth barker for his booth. Each 
sale entitled the selling employe to one 
ticket good for a chance on one of the 
20 prizes awarded weekly. 

The prize fund was set up out of 
one per cent of the total sales for the 
week. The first prize was 20 per cent 
of the fund, the second prize 15 per 
cent, the third prize 10 per cent, and 
there were 11 prizes of five per cent 
each of the fund. As the sales ticket 
chances went into the big carnival 
barrel they remained after each 
drawing, thereby giving the selling 
employe a chance each week. 

This campaign ran for four weeks. 
During this time the Sales Promotion 
Division issued. weekly bulletins, all 
prepared for the campaign by the 


division and carrying out the carnival 
theme. These bulletins gave a com- 
plete report of the sales in each office, 
the quota for the office, and the per- 
centage of the sales beneath or above 
the quota. There were about 1,000 
employes engaged in the campaign, 
each of whom received the same liter- 
ature from the Sales Promotion Di- 
vision. 

Approximately $50,000 worth of 
merchandise was moved in this cam- 
paign, which was 12 per cent above 
the quota for the campaign. The 
campaign results exceeded those of 
the campaign the previous year, when 
far less organization went into the 
selling. 

Such increased sales totals have 
been noticeable in every instance 
where the contest idea has been in- 
jected. The total sales for the two 
years that the Sales Promotion Divi- 
sion has been in operation have shown 
marked increases over the previous 
period without it. 

Not only has the new division 
worked wonders with sales by the 

(Please turn to page 80) 
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A FULL TRAINLOAD of Hotpoint Refrigerators ordered by 
General Electric Supply Corp. for dealers in Southern California! 
More trainloads will follow, because these 1938 Hotpoint Refrig- 
erators are taking the market by storm! 

They’ve got everything—and they’re backed by an aggressive 
and intelligently directed sales and advertising campaign. 


SOLID CARLOADS 


California is going Hotpoint! And Hotpoint is going to California 
— 45 solid carloads of 1938 Hotpoint Refrigerators! That’s the 
largest single shipment of refrigerators of any make ever to go into 
this territory. And we’re proud — proud to have built a refriger- 
ator that could create such a tremendous demand so quickly! 
HERE ARE THE REASONS 

Southern California dealers realized — the instant they saw the 
1938 Hotpoint line — that these are refrigerators they can sell, 
because they’re the sort people want to buy! The amazing new 
Circulaire Cooling, that gives 20% faster freezing at even lower 
cost—the vacuum Thriftmaster mechanism—the Hotpoint 
Speed Freezer—the new Pop-Ice Trays—the 5 Zones of Cold— 
the Adjustable Interiors—all these features combine to make Hot- 
point’s 1938 Refrigerators the greatest ever built! And people 
are appreciating this fact—with record-breaking purchases! 

You still can cash in on the profit opportunity which Hot- 
point offers wide-awake dealers from coast to coast. Clip the 
coupon, fill it out, mail it today for full information. 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 
5620 West Taylor Street, Chicago, Illinois 
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THRIFTMASTER. Vac- food-storage space — plus 


uum-sealed, super-POW- CIRCULAIRE COOLING. 
ered, and oil cooled. The year’s greatest ad- 
SPEED FREEZER. Makes —— in electric refriger- 
ice cubes and frozen des- mn. Incorporates a rad- 
serts faster than ever. ically different principle 


POP-ICE TRAYS. Release Which pulls heat away 


instantly. Iceinatrice. Gives 20% faster freezing 20% FASTER FREEZING 


even lower cost. 
5 ZONES OF COLD... iaces with Hotpoint AT EVEN LOWER 
ADJUSTABLE INTERIOR in 1938! Get 
affords “‘custom made”’ started 


Edison General Electric Appliance Co., Inc. 
5620 W. Taylor St., Chicago, Ill. 

point Refrigerators for 1938. 


Name 


City. State. 
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THIS, Mr. Dealer, is why 


in the refrigerator insulated with Dry-Zero 


Beware of refrigerator insulations 
that break down from moisture, rot, 
and fungus growths; or develop 
smells; or degenerate into a wet, 
pulpy mass! 


Remember, insulation is placed 
in the refrigerator walls (entirely 
hidden from view) in order to pro- 
tect the food from the heat of sum- 
mer, stove, oven, and radiator. 

If the insulation wilts and be- 
comes a soggy mass or merely ab- 
sorbs moisture, then it no longer 
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gives adequate protection to the 
food compartment. In such case, 
the refrigerator simply DIES IN- 
SIDE ITS WALLS and will not give 
good service. 


YOU CAN SELL LIFETIME SERVICE 


It has been demonstrated that one 
insulation lasts for the full life of 
the refrigerator —that is DRY-ZERO. 
Instead of folding up prematurely, 
Dry-Zero stays resilient, clean, and 
dry as long as the refrigerator is 
used. 

Dry-Zero never dies! It lasts a 
lifetime! This is an EXTRA SALES 
value you must not overlook. Every 
extra point added to your sales 
story brings you closer tothe signed 
order. 

You can use this sales point with 
every prospect. Remember, it is as 
important to your customer as to 
yourself. While you want extra 
sales, he wants lifetime service and 
economy. 

You can guarantee lifetime serv- 
ice with Dry-Zero. Careful labora- 
tory tests over many years’ time 
have proved that it resists the ene- 
mies of insulation. Experience 
shows that it lasts for the full life- 
time not only of household refrig- 
erators but railroad refrigerator 
cars and refrigerated motor trucks. 

Take full advantage of this 


ou get EXTRA SALABILITY 


EXTRA SALABILITY in your Dry- 
Zero equipped refrigerators. Add 
this unusually vital sales point to 
your selling story. When you sell 
your prospect a Dry-Zero insulated 


refrigerator, you sell him the best > &. 
that money can buy—an insulation 4”, 2 og 
that NEVER DIES. “Sy 


v. 44% Se 
Mey 
SOR 
Get the facts 4 4, 


insulation! 


DRY-ZERO 


 ENSULATIEO 
Most Efficient 


DRY-ZERO CORPORATION, CHICAGO, U: S.A. 
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The chart above shows the percentage of work done by women with 

the ironer, the hand iron and a combination of the two. It will be 

seen that the bulk of the work is being done by ironer even though 
they have been in use a comparatively short time. 


over 
3- months 


The chart above shows the length of time it took 


100 


proficient in ironing various pieces of wearing apparel. In the chart 
below is shown the chief factors which influenced purchase. 


to sell a product, you can't do 

much better than to ask the people 
that own one. Old stuff, maybe, but 
not so old when applied to a relatively 
new product. 

In this case we are talking about 
ironing machines. They are not exact- 
ly new if you consider the fact that 
about 1,400,000 have been sold. Yet 
they are new compared to the ratio of 
ironers sold to washers and the fact 
that, in a recent survey, 30 per cent 
of appliance dealers admitted they 
made no effort to sell ironers. 

To provide those dealers with am- 
munition, one company — Westing- 


|: YOU want to know the best way 


Why 


Women Buy 


400 women tell why they bought ironers and 
why they would recommend them to their 
friends . . . . Facts you can use in selling 


house—sent out 1,500 questionnaires 
to people who had bought Westing- 
house ironers. They didn’t offer any 
inducement to answer and yet 400 
ironer owners filled the thing out and 
took their hair down to tell why they 
bought. 

Labor saving led all factors which 
influenced purchase of the ironer in 
the first place with 82.1 per cent; 
Time saving came second with 65.8 
per cent and the manufacturers name 
rated third with 35.8 per cent. Better 
results and economy ran about neck 
and neck for fourth place. 

The second question revealed that 
36.2 per cent of the people answering 
the questionnaire had owned their 
ironer from four to six months; 32.3 
per cent had been owners from seven 
months to a year; 16.3 per cent had 
been ironing by machine for over a 
year and only 10.9 per cent had yet 
to have three months experience. In 
other words, a good cross-section of 
opinion was available. 

Nearly 88 per cent of the people 
interogated declared that the instruc- 
tions that came with the machine were 
clear and simple to follow. This is 
important because many dealers make 
inadequate demonstrations of the ma- 
chines. Results are better if a rental 
or free trial plan puts the ironer in 
the home for a short period of actual 
use. 

“Do you iron the same day you 
wash?” brought the response that 60.3 
per cent of the women did—depend- 
ing, of course, on the weather being 


REASONS FOR RECOMMENDING 
IRONERS TO THEIR FRIENDS: 
Time saving 43.6%, 
Better results 34.6% 
Economy . 29.9%, 
Manufacturer's name ..... 17.1% 
Operated easily ........ 14.8%, 
More enjoyment in ironing... .. 10.1% 
Attractive piece of furniture . 7.0%, 
Light cabinet top............. 5.4%, 
Thermostatic control ........... 3.9% 
Easy to clean and store away... 1.6% 
Makes help situation easier 1.2% 
Pressing feature ..... bie 1.2% 
Quick economical heat... 1.2% 
Safety in operation....... 1.2% 
Wife in better spirits after busy day...... 8%, 
Freedom from repair expense............... 8%, 
lroner is premier on market......................... 4% 
Quality, dependability and 
Most completely equipped ironer...................... 4% 
Relieved sciatic nerve trouble (standing)............... AY, 
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favorable for drying the clothes on 
the same day. Ample proof that the 
use of the ironer makes a one day job 
out of the traditional two-day chore. 

Further proof that women learn to 
do the entire ironing job in a com- 
paratively short time—and with prac- 
tically no training from an experienced 
demonstrator—is contained in the fig- 
ures which show the amount of time 
it took to learn to do various articles 
of apparel. Flatwork was done by 60 
per cent at once; underwear was like- 
wise ironed at once by 55 per cent; 
curtains were done by 30 per cent at 
once while 31 per cent took one to 
three weeks to learn and 10 per cent 
three months. Only 15 per cent of the 
women, however, were able to do 
shirts at their first sitting; 34 per cent 
of them took one to three weeks and 
20 per cent took three months. An- 
other 10 per cent admitted that they 
hadn’t licked the problem yet and 15 
per cent were unable to do shirts at 
all. A similar report was made for 
women’s dresses. The big majority, 
however, were doing shirts and dresses 
fairly easily within the three month 
period. 

The ironer is used for flat work 
almost 100 per cent, these women 
declared; it is used for 90 per cent 
of the underwear and 68 per cent 
of the curtains. Hand irons are em- 
ployed for finish shirts, dresses and 
children’s garments. In other words, 
sell the ironer to do flat work. If you 
sell it to do shirts it may come back. 

When it came to pressing with the 
ironing machine, 58.8 per cent said 
they used it for that purpose while 
35 per cent said they did not. Steam- 
ing velvets brought out the fact that 
75 per cent of the women did not 
use an ironer for that purpose. 

On the question of economy 49.4 
per cent said that ironers saved money 
because they saved on laundry bills; 
42 per cent said less overall current 
was used; 38 per cent laid it to the 
saving in laundress wages and 25.7 
per cent claimed a saving on pressing 
and steaming bills. As far as the 
quality of the results obtained with 
the ironer there was a majority vote 
—80.2 per cent—in favor of the ironer. 

The value of using the ironer is 
shown in that 93 per cent of the 
women said that they would recom- 
mend purchase of the ironer to their 
friends. Labor saving, time saving, 
better results and economy were the 
four principal reasons. And it is in- 
teresting to note that these four rea- 
sons were paramount in the woman’s 
mind when it came to buying the 
ironer in the first place. 
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A Convincing Argument 


HE General Electric motor shown is for operating a domestic 
refrigerator. Let’s take it apart and find out why it gives 
service that makes satisfied customers. 


Begin with the automatic-belt-tightener base—a G-E development. 
It automatically maintains just enough belt tension to prevent 
slipping. As a result, belt and bearing life is prolonged, and the 
compressor-shaft packing is subjected to less strain. Now check 
the bearings—they have extra-large oil-storage capacity and re- 
quire oiling but once a year. 


Consider next the parts that determine the motor life—-the rotor, 


stator, and starting mechanism. 


The cast-aluminum rotor is indestructible—it cannot become open- 
circuited or burn out. How long will it last? That’s like asking the life 
of a fan blade, for this rotor has no wearing parts. 


General Electric’s method of stator construction was proved in actual 
field service on hundreds of motors before it was finally adopted — the 
real test of its correctness. 


Starting switches have performed in life tests more than a million 
operations—-a service life of twenty-five years on a refrigerator. 


GENERAL 


Pilhog No. 8260 
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| like my refrigerator — it's 
economical and has never a 
given any trouble. 


Service That Makes Sales 


General Electric also has motors for other appliances, such as washers, 
ironers, oil burners, and stokers, and all meet the performance stand- 
ards of the devices in which they are incorporated. Whenever an im- 
provement in appliance design makes existing motors inadequate, G-E 
engineers build a new motor that is adequate. You can be sure that 
G-E motors on your appliances will do their part to please your 
customers. General Electric Company, Schenectady, New York. 


ELECTRIC 
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PEOPLE - PRODUCTS - PLANS 


Electrical Merchandising Review of the Menth February 1938 


The Diehl Mfg. Company killed two birds with one stone in January by cele- 
brating their golden anniversary and holding a sales meeting to discuss 1938 


fan business. 
president Frank B. Williams in charge. 


Here they are in session at Elizabethport, N. 


J., with Vice 


COPELAND BOUGHT BY 
GROUP HEADED BY 
HARRY E. THOMPSON 


DETROIT—Two of the refrigeration 
industry’s oldest names were linked to- 
gether today by the purchase of con- 
troling interest in the Copeland Refriger- 
ation Corporation by a group headed by 
Mr. Harry E. Thompson, who is nation- 
ally recognized as one of the industry’s 
pioneers, and who becomes president and 
general manager of the Copeland Company. 
Completion of the negotiations were an- 
nounced by Mr. Dallas E. Winslow who 
has been in control of Copeland for the 
past four years. 

Associated with Mr. Thompson in the 
management of Copeland will be several 
of the industry’s best-known executives 
and engineers. These include Mr. Frank 
J. Gleason, who will become vice-presi- 
dent in charge of sales; Mr. Charles L. 
Curtis, who will be named vice-presi- 
dent in charge of production, and Mr. 
Oskar H. Buschmann, who will be the 
chief engineer. 

A number of Copeland executives who 
have long been identified with the com- 
pany will remain with the new organiza- 
tion, including W. G. von Meyer, sales 
manager, and E. C. Burr, treasurer. 

Acquisition of stock control of the 
corporation by the Thompson group 
comes on the heels of the recent removal 
of the Copeland plant from Detroit to 
Sidney, O., where manufacturing opera- 
tions are now well under way, including 
production of domestic refrigerators and 
commercial units. 

“We will not be ready to announce our 
plans in detail for some time yet,” said 
Mr. Thompson, “but we can say that, 
using the present Copeland distributor 
and dealer organization as a_ nucleus, 
we plan to expand our operations very 
considerably in both household and com- 
mercial fields.” 

Mr. Thompson’s career in the refriger- 
ation business parallels that of the in- 
dustry, for he was identified with the 


Kelvinator Corporation as early as 1919, 
at which time Mr. Edmund J. Copeland 
was president and general manager. 
Shortly after Mr. Copeland severed his 
connection in 1921 with Kelvinator to 
organize the Copeland company, Mr. 
Thompson also left to form the Uni- 
versal Cooler Corporation. As chief en- 
gineer, Mr. Thompson took an active 
part in the development and expansion of 
Universal. 

In 1934 Mr. Thompson left the Uni- 
versal Corporation to join the Air-Temp 
Division of the Chrysler Corporation as 
consulting engineer. 

In 1935 Mr. Thompson became chief 
engineer and general manager of the 
Brunner Manufacturing Company of 
Utica, N. Y., which at that time was 
one of the smaller producers of commer- 
cial condensing units. 

Mr. Thompson has made many con- 
tributions of outstanding importance to 
the science of electric refrigeration, in- 
cluding thermostatic control devices 
which are now almost universally used. 


FAMILIES IN SMALLER COMMUNITIES 
BUY FIFTH OF APPLIANCES 
OUT OF TOWN 


McCall Corporation Issues Survey, "Traffic Flow and 
Shopping Habits" 


NEW YORK, N. Y., Families in smaller 
communities use just as many home 
appliances and just as much housefur- 
nishings, if not more of these commodi- 
ties, than do families living in big cities. 
But smaller community homes buy 22.5% 
of their home appliances and 18.5% of 
their housefurnishings in larger com- 
munities. This explains why Census of 
Business figures usually do not present 
a true picture of home consumption, ac- 
cording to a new book, “Traffic Flow 
and Shopping Habits”, just issued by the 
McCall Corporation. This volume con- 
tains the results of studies made under 
the supervision of Arthur Hirose, Mc- 
Call’s Director of Research, who for a 
number of years has been making mar- 
ket studies in the household appliance 
and allied fields. 

Russel Burnet, traffic flow expert who 
conducted researches for Harvard Uni- 
versity, the Association of National Ad- 
vertisers, the American Association of 
Advertising Agencies and the Outdoor 
Advertising Association, analyzed recent 
Census of Business figures on sales and 
related the figures to traffic flow in the 
state of Ohio, as determined by the 
Ohio State Highway Department. In 
almost all cases Mr. Burnet found per 
capita food sales fairly uniform for all 
sized communities. But sales of house- 
furnishings and appliances, apparel and 
drug store items were generally smaller, 
on a per capita basis in the communities 
of small population than in the bigger 
cities. 

Per capita sales of housefurnishings, 
including furniture, appliances, radio sets 
and other home equipment likewise 
showed considerable variation by popula- 


The new owners of the Copeland Refrigeration Corp. are shown right to left: 
E. C. Burr, treasurer; O. H. Buschmann, chief engineer; D. E. Winslow, in charge 
for the past four years; W. C. VonMeyer, sales manager; F. B. McKaig, former 
vice president; Harry E. Thompson, the new president; Charles L. Curtis, vice 
president (production) and Frank J. Gleason, vice president (sales). 
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tion groups, when the 1935 Ohio Census 
of Business figures for Retail Distribu- 
tion were analyzed: 


Community of 900,000 population... $17.22 


Cities of 100,000 to 499,999 ....... 19.31 
Cities of 25,000 to 99,999.......... 14.63 
Communities of 10,000 to 24,999... 9.12 
Communities of 2,500 to 9,999..... 6.54 


Looking only at these sales figures and 
assuming they are consumption figures 
explains why the erroneous conclusion 
is sometimes reached that markets are 
places, that big-city families consume 
more than families in smaller communi- 
ties and that big-city families, like big- 
city stores, are more worthy of cultiva- 
tion than families in the smaller com- 
munities. 

Mr. Burnet recognized that these Ohio 
Census of Business figures on retail dis- 
tribution are sales figures and not con- 
sumption figures. He recognized that 
household equipment might be bought in 
one community for consumption in an- 
other smaller community. A study of 
traffic flow or the movement of autos on 
the roads from the smaller communities 
to the big cities, and back, showed a 
distinct relationship to the sales of com- 
modities other than convenience items or 
necessities. Families with incomes above 
the subsistence level are in the habit of 
traveling many miles from home to buy 
the products they want, when their. home 
towns do not offer the choice for selec- 
tion of merchandise that is desired. 

To supplement Mr. Burnet’s work, Dr. 
H. H. Maynard of the Ohio State Uni- 
versity, for the McCall Corporation, di- 
rected a comprehensive survey of family 
possessions and shopping habits in a 
typical small town, Logan, Ohio. He 
found that families outside the low-in- 
come group had _better-than-average 
possessions and that their material stand- 
ards of living compared very favorably 
with homes in larger cities. But al- 
though these Logan families bought size- 
able quantities of products, much of their 
purchases of all but food products and 
other staples, were made in Lancaster 
and Columbus, larger cities many miles 
from Logan. 

Dr. Maynard’s investigators found that 
a higher percentage of Logan families 
owned automatic refrigerators than the 
national average. Despite many excellent 
refrigeration dealers in Logan, 13.3% of 
the refrigerators had been purchased out- 
of-town. A higher percentage of Logan 
families were found to be using washing 
machines than the national average. 
Logan homes exceeded Cincinnati homes 
in percentage of families with clothes 
washers. Yet some 22.1% of all the Lo- 
gan washers had been bought in com- 
munities other than Logan. In the use 
of electric ranges, Logan homes rank 
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higher than the rest of the nation. Yet 
15.7% of the Logan electric ranges had 
been purchased out-of-town, despite the 
presence in Logan of a number of good 
range dealers. A similar condition ex- 
ists for vacuum cleaners. A far higher 
percentage of Logan homes have already 
bought electric vacuum cleaners than is 
the case in Cincinnati or the nation as 
a whole. But 35.8% of the Logan vacuum 
cleaners had been purchased from out-of- 
town stores. 

In the case of electric irons, 23.5% of 
them had been bought in larger com- 
munities. Of the radio sets in use in 
Logan, 24.6% were bought out-of-town. 

Here is a complete tabulation of where 
Logan families bought electric, gas and 
other household appliances : 


Where Bought 


Out-of- 

Product Logan Town 
Irons, Electric 76.5%, 26.5%, 
Radio Sets 75.4% 24.6%, 
Ranges 84.3% 15.7% 
Refrigerators 86.7%, 13.3% 
Vacuum Cleaners 64.2%, 35.8% 
Washing Machines 77.9%, 22.1% 
Average 775% 22.5%, 


These studies confirm the impression, 


long current in the industry, that the 
non-metropolitan homes are as good 
prospects, if not better prospects, for 


appliances and housefurnishings generally 
than are homes in big cities. 
It is shown that on all 


merchandise, 
the families with 


above-subsistence in- 
comes not only have the bulk of the 
home appliances housefurnishing 
but are also the families that do most of 
the out-of-town buying. There is a close 
parallel between these families and the 
families who read national consumer 
magazines. 


ELECTROMASTER HAS 
CASH PRIZES FOR 
UTILITY SALESMEN 


DETROIT—To give additional impe- 
tus in 1938 to the swing to electric cook- 
ing, R. B. Marshall, of Detroit, president 
of Electromaster, Inc., manufacturer of 
electric ranges and water heaters, has 
offered cash prizes totalling $500 in a 
competition open to retail salesmen of 
operating utility companies in the United 
States. 

The contest will be conducted under 
auspices of the Edison Electric Institute, 
and prizes will be awarded at the annual 
convention in 1939, to be held at the 
World's Fair in New York City. The 
Marshall award recently was accepted by 
the institute’s prize awards committee, 
of which H. P. Liversidge, of Philadel- 
phia, is chairman. 

The $500 will be distributed as awards 
of $100 each to operating utility retail 
salesmen who sell, lease or rent for their 
companies in 1938 the largest number of 
domestic electric ranges of a rated capa- 
city of seven kilowatts or more. The 
donor of the award said he believes the 
competition will stimulate utility retail 
salesmen to greater activity and effi- 
ciency. He invited attention to the fact 
that Michigan, paced by the Detroit 
area, already is one of the leading dis- 
tricts in the United States in regard to 
the consumption of electric current for 
home cooking. 

Mr. Marshall, who has been president 
and general manager of Electromaster 
since 1933, formerly was associated with 
the Detroit Edison Company. 


M. H. Rhodes, Inc., Moves 


On January 1st the Executive and Gen- 
eral Sales Offices of M. H. Rhodes, Inc., 
were moved from Rockefeller Center, 
New York, to their factory at 30 
Bartholomew Avenue, Hartford, Con- 
necticut. 
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J. E. Brennan, Zone | manager, dis- 
cusses sales features of the new Uni- 
versal Cooler line with Dwight Mor- 
ris, manager of Zone 4 with head- 
quarters on the Pacific Coast. 


F. S. McNeal, Universal Cooler 
president, accepts the congratulations 
of Warren E. Brennan, Detroit, the 
company's leading salesman in 1937 
and sends him away with instructions 
to double his previous record. 


Universal Cooler sales heads take a bow at Detroit field meeting. Read- 
ing, left to right, J. E. Brennan, manager of Zone |, H. A. D'Arcy, domestic 
sales manager, Harry Gould, New England manager, and Don Mason, 


Chicago manager. 


H. A. D'Arcy, Universal Cooler, 
domestic sales manager demonstrates 
the popular priced DeLuxe line to 
Don Mason, Chicago zone manager. 


UNIVERSAL COOLER 


REPORTS NET EARNINGS | 


OF $61,413 


UNIVERSAL COOLER CORPO- 
RATION reports net earnings for the 
fiscal year ended September 30, 1937 of 
$61,413.37 after provision for Federal 
Income Tax and Surtax undis- 
tributed profits, as compared with a net 
profit of $332,046.68 after Federal In- 
come and Excess Profits Tax in the pre- 
ceding year. The ratio of current as- 
sets to current liabilities as reflected 


| by the balance sheet shows a ratio of 4.13 


to one this year, compared with a show- 


ing of 2.29 to one at the end of the pre- 


vious fiscal year. 

Net sales for this year totaled $3,978,- 
546.25 compared to $5,248,813.87 the pre- 
vious year. Substantial increases in sales 
were made in all divisions except the 
large account private brand domestic 
division, which showed a substantial loss 
in sales and accounted for the decrease in 
total sales volume this year over last 
year. Following the policy established in 


1936 for the sale of domestic electric 
refrigerators direct to dealers under the 
name “Universal Cooler”, such sales re- 
flect an increase over the previous year 
of 41%. 

Six new compressors have been added 
to the company’s line of products—three 
for domestic refrigeration use and three 
for commercial refrigeration. The com- 
pany has also developed a line of self- 
contained room coolers to be marketed 
the coming year. 

Since the end of the fiscal year, Nash- 
Kelvinator Corporation have completed 
their option and have purchased a one- 
third interest in the company’s outstand- 


ing stock for $255.750.00. The net pro- | 


ceeds from this sale have been added to | 


the company’s working capital and have | 


further strengthened the cash position. 

A dividend of 25c. per share on the 
“A” stock will be payable on December 
15, to stock holders of record at the 
close of business on December 6. 


JOHNSON MOVES 
REFRIGERATION TO 
GALESBURG 


GALESBURG, ILL.—A_ new large 
building, 250 feet by 115 feet, has just 
been completed by Johnson Motors on 
the outskirts of Galesburg, Illinois, to 
provide necessary assembly and ware- 
house space for the rapidly growing activ- 
ities of the Refrigeration Division of 
the company. 

The new building program has also 
provided a new office building and ade- 
quate quarters for the engineering de- 
partment, service, sales, production as- 
sembly and inspection. 

Johnson Motors entered the refrigera- 
tion industry some five years ago with 
the manufacture of mechanical units. 
About one year ago a complete line of 
electric household refrigerators bearing 
the name Briggs was introduced and 


EHFA APPLIANCE 
FINANCING FOR PORT. 
LAND, O. DEALERS 


PORTLAND, O.—Closing a contract 
with Portland General Electric (Co 
Portland, Ore., in December, the Electri 
Home & Farm Authority is now set uy 
to finance electric appliance sales in 
Portland and vicinity with the company 
as its agent. This is the second city « 
the Pacific Coast in which the Authority 
operates, the other being Los Angeles. 
R. C. Brummer, field representative {or 
the Authority in Portland, states that 
this city was sought as a field of opera- 
tion because of low domestic rates, con- 
iorming to the Authority’s requirements 

The contract made with the utility 
follows the Authority's standard plan 
Under it, the Authority finances install- 
ment contracts for appliances on tix 
Authority’s approved list purchased by 
customers of the utility from an author- 
ized dealer in the vicinity, and makes 
the utility the billing and collection 
agency. For this service the Authority 
pays the utility $1.00 per account as a 
booking charge, and 124¢ per month per 
account for all contracts being serviced 
by the utility. The financing charge to 
the customer is 5 per cent at per year 
on the unpaid balance after deducting 
the down payment. Terms run from 12 
months to a maximum of 48 months, «lc 
pending on the appliance or combination 
of appliances purchased. 

Appliances covered are those declared 
eligible for financing under this plan by 
the Authority, and manufactured by con- 
cerns approved by the Authority. They 
include ranges, refrigerators,. water 
heaters, pumps, dish washers, waste dis- 
posal units, radios, washers, ironers, 
vacuum cleaners, space heaters, attic 
ventilating fans, cream separators, milk- 
ing machines, feed grinders. 

The plan is open to all dealers in the 
territory served by the company who can 
qualify under the Authority’s regula- 
tions. Assisting the Authority in making 
the plan known to the dealers are three 
men from the Portland General Electric 
Co.’s merchandising staff, whose full 
time has been delegated to contacting the 
dealers as one phase of the companys 
extensive dealer cooperation. Since this 
work was undertaken following comple- 
tion of arrangements between the com- 
pany and the Authority. many dealers 
have submitted their applications to the 
Authority for approval, and the plan will 
be in full operation by the middle of 
January. 


Utility To Discontinue Small Appliance Sales 


The closing of the small appliance de- 
partment of the Portland store of Port- 
land General Electric Co., Portland, Ore.. 
the cutting in half of the outside sales 
crew and the establishment of a dealer 
contact department to work with dealers 
on E.H.F.A. financing of appliance sales 
were major features of the revamping o! 
the company’s general sales department 
in January under A. C. McMicken, gen- 
eral sales manager. Major appliances, 
ranges, refrigerators, water heaters and 
space heaters will still be sold by the 
company’s appliance sales force under 
Fred G. Starrett, supervisor, but no 
longer will small appliances be offered in 
the company’s attractive Electric Store on 
the ground floor of the Electric Building. 
This space is to be remodeled for use by 
the accounting and sales departments 1" 
handling payments, for service, com- 
plaints, service connections, and all func- 
tions in connection with customers’ or- 
dinary service. Display and demonstra- 
tion space for the maior appliances w !! 


be maintained on the third floor. 


General Electric 


John F. Cunningham, supervisor of 
production for the General Electric Com- 
pany since September, 1931, has been 
appointed assistant to the vice president 


its immediate success has made the build- | in charge of manufacturing, succeeding 


ing expansion program necessary. 


Myron F. Simmons, who is retiring. 
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NORGE GOES IN FOR. 
NATIONAL SALES 
TRAINING 


DETROIT, MICH.,—Establishment 
of a new Educational Division to assist 
distributors and dealers in training retail 
salesmen has been announced by P. B. 
Zimmerman, vice-president in charge of 
sales for Norge Division Borg-Warner 
corporation. E. Lovegren, formerly 
Norge district manager with headquar- 
ters at Chicago, has been appointed to 
head the new division. William B. Bur- 
russ of New York has been retained as 
special sales consultant. 

Norge has established the new Edu- 
cational Division, said Mr. Zimmerman, 


with the realization of the definite need | 


for more thorough retail sales training. 
Aim of the division’s activity will be 


| 
| 


not only to enthuse the salesman over 
his personal opportunity to profit, but 
also to help him to complete understand- 
ing of the products he is selling, and to 
full of the social significance 


| of the work in which he is engaged. 


Mr. Burruss, whose services as an in- 
spirational speaker and as sales counselor 
are being made available to Norge dis- 
tributors and dealers from coast to coast, 
is a well-known New York sales engi- 
neer and one of America’s best-known 
speakers on subjects pertaining to sales- 
manship. He has had 35 years of active 
selling experience, 14 years of that time 
as a sales manager. 

Training meetings during January and 
February have been scheduled in Water- 
loo, Des Moines, Birmingham, Alabama, 
Atlanta, Jacksonville, Miami, New Or- 
leans, Houston, San Antonio, Dallas, 
Oklahoma City, Little Rock, and Mem- 
phis. 


FRIGIDAIRE 


Texas and Pennsylvania swap greet- 
ings at the Frigidaire convention. 
Phil Bratten, left, Fort Worth-Dallas 
district manager, and Herman Heller, 
assistant sales manager for J. J. Po- 
cock, Inc., Philadelphia, say hello. 


Three members of the brains de- 
partment of the New England opera- 
tion of Frigidaire. Left to right, Frank 
Doten, assistant manager, S. M. 
Clough, newly named sales manager, 
and John Pfeil, general manager. 
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DISTRIBUTORS 
GET TOGETHER AT DAYTON 


Frigidaire branch managers and distributors from 
all parts of the country converged on Dayton in 
January to attend the annual convention and hear 
plans and product news for 1938. 
caught some of them in characteristic poses as 
shown in the pictures below taken at the Victory 
Theatre in Dayton, O. Meantime, travelling crews 
of Frigidaire executives are touring the country and 
staging sub-conventions in major cities. 


Walter Cooke, left, manager of Graybar Electric at 
Albany, and Larry Simcock, newly appointed metropolitan 
sales manager for Frigidaire at Boston, discuss eastern 


and New England potentials. 


and B, J. Vandoren, Dayton. 


Rube Trant, left, head of the distributorship at Norfolk, 
Va., spins a yarn for Lou Kimball, general sales manage’, 
Boston, and Dan Packard, department and furniture store. 

division manager, Dayton. 


1938 


Left to right, Dorsee Davis, Denver branch manager, 
“Kink" Curl, newly named Birmingham branch manager, 


15 New Universal Distributors 


NEW BRITAIN, CT. — Landers, 
Frary & Clark, manufacturers of Uni- 
versal major and heating appliances, an- 
nounce the appointment of the following 
new distributors of major devices for the 
1938 season: 

Commonwealth Sales Corp., Richmond, 
Va.; Baldwin-Hall Co., Inc., Syracuse, 
N. Y.; Masback Hdwe. Co., New York, 
N. Y.; Supplee-Biddle Hdwe. Co., 
adelphia, Prutzman Co., 
Altoona, Pa.; ‘Jos. Woodwell Co., Pitts- 
burgh, Pa.; Snow & Weitzel, New Castle, 
Pa; Reese-Owens Co., Johnstown, Pa. ; 
Midland Elec. Co., Cleveland, Ohio: 
Economy Elec. Co., Atlanta, Ga.; Speich 
Co., Milwaukee, Wis.; R. R. Kingsbury 
Co., Kansas City, Mo.; Miller Jackson 
Co., Oklahoma City, Okla.; Edwards & 
Walker, Portland, Me.; American Dis- 
tributors, Inc., New Haven, Conn. 


The camera 


Phil- | 


New Kelvinator Branch for L. A. 


A new factory branch for Kelvinator 
Division of Nash-Kelvinator Corporation 
was opened recently at 1027 North High- 
land Avenue, Los Angeles, California. 
T. J. McIntire is Manager of the branch 
which will handle only electrical house- 
hold appliances. This expansion is in line 
with the increase in household equipment 
sales in the past year and the necessity 
of meeting greater consumer demand. In 
addition to Mr. McIntire, the personnel 
at the new branch will comprise: M. 
Fekete, Accountant and Office Manager ; 
J. J. McQuade, Credit and Collection. 


Horton Distributors in Rocky Mountains 


The Hendrie & Bolthoff Mfg. and 
Supply Co., Denver, Colorado, have just 
been appointed distributors of Horton 
washers and ironers in the territory sur- 
rounding Denver. 


A trio of Frigidaire men at the annual mid-winter con- 
vention in Dayton. 
branch manager, 


Left to right, Phil Abry, Kansas City 
“Duke” Riehle, Buffalo branch manager, 


and W. H. Forgy, of Byars-Forgy, Tampa, Fla., distributor- 


ship. 


Fred Davison, newly named Nashville branch manager 
of Frigidaire, talks to his old boss in the Dayton district, 
Harry Harbison, 


now Baltimore-Washington manager, 


Frank Lyons, assistant director of public relations, is con- 
centrating on food. 


Cal Bintz, of W. H. Bintz and Co., Salt Lake City dis- 


tributor for Frigidaire, asks his companions at Frigidaire 


luncheon in Dayton, if they have ever eaten pascal celery. 


"Whew, what a big bite,” 
ton district manager for Frigidaire, as he watches Ells- 
worth Gilbert, zone manager and convention director, at 
Frigidaire distributing organization convention in Dayton. 


says R. D. Van Dyke, Day- 
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Delco Wall Box 9”—12” 


Two New 
Items 


Delco Exhaust 12” — 16” — 
18” ” ” 


Delco Fans 


Offer 


Delco Desk, Wall, and Ven- 
tilating Fans for the quality 
Market 


Delco Northeaster Desk, 
Wall, and Ventilating Fans 
for the Price Market 


Delco Aircirculators for the 
Business Market 


Delco Exhaust and Ventilat- 
ing Fans for the Industrial 
Market 


—24”"”—30 
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All Delco Fans are built to give years of satis- 
factory, care-free service. Experience has proved 
that once sold, they stay sold and bring orders for 
other Delco models. That’s vital, but profits are 
vital, too. 


The new Delco line, with its added Exhaust and 
Ventilating Fans and supplementary Aircir- 
culator models, broadens your market and offers 
greater profit opportunities than ever before. 


Send for the 1938 Catalog 


Find out about these new Delco Fans and the 
booklets, folders and displays Delco offers to help 
you make more sales, more profits, more satisfied 
customers for 1938. 
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R. E. DENSMORE 


BOEDENNER 


GEO. 


Norge 


P. B. Zimmerman, vice-president in 
harge of sales, Norge Division, Borg- 
Warner Corporation, today announced 
the promotion of R. E. Densmore to 
the position of general field sales man- 


ager, and the appointment of Paul H. 
Puffer as domestic refrigeration sales 
anager. 


Densmore, who has been domestic re- 
— sales manager for Norge for 

e past ten years, has taken over the 
luties of the newly created position of 
held sales manager to more closely knit 

e field sales activities of all Norge de- 
artments. 

_ Puffer, whose record as Norge Dis- 
rict Manager in the Chicago territory 
vas one of the outstanding of the indus- 
try, takes Densmore’s place as refriger- 
tor sales manager. 

In addition, as a special utility sales 
vision was created, under the direction 
i George McIntyre, a vice president of 
¢ corporation. Mr. McIntyre was pre- 
viously connected with Beneficial Indus- 
trial Loan Corporation, Commercial 
Creditor Company and the Kelvinator 
Irporation. 

Department store activities will be un- 
let the direction of Jack Seekamp, who 

s been a product specialist for Norge 
lor the past few years. 

The Norge Range Division will -have 

new national sales manager in the 
rson of Charles R. MacMahon who 
as had a highly successful career to 
late in the capacity of divisional sales 
manager for another Borg-Warner Di- 
Vision. 

William H. Dennison was made sales 
manager of Detroit Vapor Stove divi- 
sion, 


G-E Appliance and Merchandise 
Department 


Ralph J. Cordiner has been appointed 
Manager of the appliance and merchan- 
use department of the General Electric 
mpany, effective immediately. The ap- 
bintment was announced by Charles E. 
Nilson, executive vice-president of the 
mpany. As manager and as vice-presi- 
— in charge of appliance activities, Mr. 
Wilson has, until his recent election as 
‘xtcutive vice-president, himself been ac- 
Wwely in charge of this phase of General 
Clectric’s business. 
Mr. Cordiner has served as assistant 


SING 


PAUL H. PUFFER 


GEO. McINTYRE 


NEW NORGE EXECUTIVES 


Shown from left to right are R. E. Densmore, general field sales manager; Paul 


Puffer, domestic refrigeration sales manager; George Mcintyre, 


vice-president; 


Charles R. McMahon. range sales manager; Jack Seekamp, department store sales 
manager; George Boedenner, heating equipment sales and W. H. Dennison. DVS 


range sales. 


New Pasiticus of the Mouth 


ELECTRICAL MERCHANDISING—FEBRUARY, 


manager of the department since Decem- 
ber, 1936. In his new position he will be 
responsible for the company’s entire ap- 
pliance and merchandise operation, which 
includes four major divisions—specialty 
appliances, household appliances, radio, 
and construction materials. Products of 
the specialty appliance division, located in 
Cleveland, include refrigerators, ranges, 
water heaters, dishwashers, disposals, 
electric sinks, and unit kitchens. The 
other three divisions are located at the 
company’s plant at Bridgeport, where 
Mr. Cordiner will make his headquarters. 
The household appliance division includes 
home laundry equipment, heating devices, 
clocks, cleaners, and fans. In addition to 
radio receivers, the radio division also 
develops and sells special products such 
as intercommunication systems. The 
construction materials division includes 
wiring devices and products, cable and 
conduit, automotive products, and various 
accessory equipment. 


RALPH J. CORDINER 


Mr. Cordiner began his business career 
in the Pacific Northwest, of which sec- 
tion he is a native. After wartime 
service in the navy, he graduated from 
Whitman College, at Wala Walla, Wash- 
ington, in 1922, and became commercial 
district manager of the Pacific Power 
and Light Company. He joined the Edi- 
son General Electric Appliance Company 
at Portland the same year and five years 
later was appointed northwest manager, 
with headquarters in Seattle. He moved 
to San Francisco in 1930 to become 
Pacific Coast division manager. 

When the heating device section of the 
Edison G. E. Appliance Co. was trans- 
ferred from Chicago to General Elec- 
tric’s merchandise department at Bridge- 
port in 1932, Mr. Cordiner went with it 
as manager and chairman of the manage- 
ment committee, and in 1934 was ap- 
pointed assistant manager of appliance 


1938 


sales. In 1935 he became manager of 
the radio division, and the next year was 
appointed assistant manager of the entire 
department. 

Mr. Cordiner’s experience in the mer- 
chandising of a wide variety of electrical 
products, and his familiarity with the 
various sections of the country in which 
he has been located, have specially fitted 
him for his new post, in which he will 
head the largest electrical appliance or- 
ganization in the world. 


Westinghouse 


The appointment of Don M. Chriss to 
the Department Store Sales Staff has re- 
cently been announced by R. E. Imhoff, 


Westinghouse Merchandising Division 
sales manager. According to Imhoff’s 
announcement, Chriss will devote his 


time to the promotion of the entire line 
of Westinghouse merchandising products 
for department store activity. 


DON M. CHRISS 


Chriss joins the Westinghouse company 
exceptionally well grounded in both the 
department store and electrical appliance 
field. For the past two years he has been 
associated with the Higbee Company of 
Cleveland as buyer for the electrical 
merchandise departments. Previous to 
his affiliation with the Higbee store, he 
gained considerable experience and pres- 
tige as the Appliance Manager of the 
M. O’Neill Company of Akron, Ohio. 


Landers, Frary & Clark 


NEW BRITAIN, CT. — Landers, 
Frary & Clark, manufacturers of Uni- 
versal electric appliances, announce the 
appointment of Fred J. Kahn as major 
appliance representative in Metropolitan 
New York. Mr. Kahn's headquarters 
will be at the Company’s New York 
office, 200 Fifth Ave. 


C. R. McMAHON 


W. H. DENNISON 


Mr. Kahn, who has been active in 
major appliance merchandising in New 
York City for several years, was form- 
erly associated with Bushwick-McPhilben 
Corporation of New York. 

James J. Ruch will represent Landers, 
Frary & Clark in eastern New York 


State, handling Universal refrigerators, 
home laundry equipment and_ electric 
ranges. He will headquarter in Albany. 


Fairbanks Morse 


R. W. Lewis, for several years man- 
ager of the Dealer Sales Department of 
Fairbanks Morse & Company’s St. Louis 
Branch, has been appointed manager of 
General Dealer Sales for the company, 
with headquarters in the company’s ex- 
ecutive offices in Chicago. Mr. Lewis 
has been with Fairbanks Morse eleven 
years, and takes over his new position at 
once. 

Simultaneous with Mr. Lewis’ promo- 
tion came the announcement that E. C. 
Rauschkolb had been promoted to the 
St. Louis Dealer Sales Managership, 
succeeding Mr. Lewis. Mr. Rauschkolb, 
senior ~member of the St. Louis dealer 
sales force, has been with the company 
13 years, and takes over his new duties 
at once, heading up a sales staff of nine 
men covering seven middle-western 
states. 

Other resultant promotions are that of 
E. J. Frank to replace Mr. Rauschkolb 
in the territory, and Mr. Harry Beke- 
meier to replace Mr. Frank as assistant to 
the dealer sales manager. 


New York E& GA 


At its annual meeting the Electrical 
and Gas Association of New York, Inc., 
elected A. Lincoln Bush as its president, 
to succeed C. E. Stephens, vice-president, 
Westinghouse Electric and Manufactur- 
ing Company. Mr. Bush is president of 
the Belmont Electric Company, Inc. 

Other officers elected were: First 
vice-president, E. F. Jeffe, vice-president, 
Consolidated Edison Company of New 
York, Inc.; second vice-president, J. H. 
McKenna, eastern sales manager, A. J. 
Lindemann and MHoverson Company; 
third vice-president, H. H. Cuthrell, 
vice-president, The Brooklyn Union Gas 
Company ; fourth vice-president, David S. 
Youngholm, vice-president, Westing- 
house Electric and Manufacturing Com- 
pany ; treasurer, P. Schuyler Van Bloem; 
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ee Fans used to be looked on as luxuries in the 
average American home. Now they are recog- 
nized as necessities. The spread of the air-con- 
ditioning idea is increasing the demand for 
simple, economical “fan conditioning.” And the 


public is looking for better fans to do the job. 


That trend means that dealers selling R & M 
De Luxe Fans are right in line for the cream of 
the business in 1938. These fans are powerful, 
stepped up in efficiency. They are beautiful, de- 
signed by foremost stylists to satisfy modern 
tastes. They come in the right sizes for those who 
want real fan comfort—10, 12, and 16 inches. also 
pedestal type fans and 20, 24, and 30 inch air 


circulators. 


Every fan need is met by the complete R & M 
line. And every fan bearing the R & M flag can 
be counted on to deliver all the breeze and all the 
service that the money can buy... . Figure your 
1938 fan quota now, and let R & M salability 
help you to exceed it! ... Robbins & Myers, Inc.. 
Springfield, Ohio: The Robbins & Myers Co., 
Ltd., Brantford, Ont. 


ROBBINS & MYERS 


12-Inch De Luxe 
Oscillating Fan, 
Pedestal Type 


FOUNDED 1878 
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secretary, S. J. O’Brien, president, S. J. 
O'Brien Sales Corporation; and assistant 
secretary, H. C. Calahan, District Man- 
ager, General Electric Supply Corpora- 
tion. 


Philadelphia Electrical Association 


At the annual meeting of the newly 
elected 1938 Board of Governors, for the 
election of officers, C. K. West, com- 
mercial vice-president of the General 
Electric Company, was re-elected presi- 
dent of The Electrical Association of 
Philadelphia for the fourth consecutive 


+ 
terrn. 


M. G. O'Harra 


M. G. O’Harra has resigned as vice. 
president of Detroit Vapor Stove Com. 
pany, a Borg-Warner division, in which 
capacity he served as sales manager 0; 
range sales for both D.V.S. and Norge 


O’Harra has undoubtedly recognize 
an even greater realm of merchandising 
achievement in his resignation {rom 
Norge to engage in a more univers;/ 
marketing counsellor activity which ha; 
long been his ambition. His immediate 
plan is a countrywide business toy 
among merchants, salesmen, utilities, dis. 
tributors and financial interests. 


Cc. K. WEST 


The outstanding accomplishments of 
the organization under the leadership of 
Mr. West made him the unanimous 
choice of the Board. 

The other officers elected were: vice- 
president—Howard L. Miller, president 
Utilities Engineering Company; secretary 
—Robert J. Moran, chief of Electrical 
Department, Middle Department Rating 
Association; treasurer—Philip H. Ward, 
Jr, president, Ward Electric Company. 


Moser-Keller, Inc. 


With the retirement of J. G. Suor, the 
founder and former president of Moser 
& Suor, Inc., distributors of Norge prod- 
ucts in the Kansas City area, the name 
of the company has been changed to 
Moser-Keller, Inc. Former vice presi- 
dent Dan Moser becomes president of 
the new company while Don Keller, for- 
mer general sales manager, becomes vice 
president and general manager. Mr. 
Keller was, prior to his connection with 
Moser & Suor, Inc., district appliance 
sales manager for the General Electric 
Supply Company in Kansas City. 


DON KELLER 
Tom Condon is the newly-appointed 
sales manager of Moser-Keller, Inc. 


Since 1936, he was associated with Earl 
J. Goetze, Inc., RCA distributors, in the 
capacity of vice president in charge of 
sales. 

Paul Dow who joined the organization 
several months ago in the position of 
assistant sales manager in charge of ad- 
vertising and sales promotion, was a 
member of General Electric's Appliance 
Department for 11 years and Director 
of the General Electric Institute. 


M. G. O'HARRA 


Hotpoint 


Announcement of the appointment o: 
Mr. Leo F. Berg as Engineer in charg: 
of the Range Engineering Division o 
the Edison General Electric Appliance 
Company of Chicago has just been mad 
by J. C. Sharp, Chief Engineer. M 
Berg was promoted to fill the vacanc; 
created by the recent promotion of Mr 
Sharp, following the death of C. P 
Randolph, Vice President in charge o 
engineering. 

Announcement also was made of the 
appointment of Mr. Charles E. Hughes 
as Assistant Engineer in charge of the 
Water Heater Division. 


Middle West Service Co. 


M. R. Rodgers, manager of merchandis 
sales for Central Illinois Public Service 
Company since 1929, was honored at 
dinner attended by officers and other off 
cials of that company recently marking 
his transfer to Chicago with the Middle 
west Service Company. 


M. R. RODGER 


The transfer is a distinct promot 
and comes after almost 17 years servic 
with the Public Service compan) 
last 15 years being continuous an! ¢! 
tirely supervisory in merchandise 
and lighting activities. 


Located at Chicago, with an office ! 
the Civic Opera building, Rodger w’ 
supervise load building activities a; 2 
fected by lighting, and gas or elect 
merchandise sales in 28 compani¢ 
cated in 14 states. 
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DIS!N 


Graybar 


Cc, G. Matthews, Manager at Milwau- 
kee, has been appointed sales manager 
at Boston, replacing F. X. Fitzpatrick, 
who, on account of ill health, has asked 
to be relieved as sales manager. Mr. 
Fitzpatrick will be in charge of public 
utility business at Boston. Mr. Matthews 
served as president of the Milwaukee 
Electrical League and vice-chairman of 
the Trade Promotion Division of the 
Milwaukee Association of Commerce. 

R. J. Harkins has been appointed 
Manager of Milwaukee. 


Cc. G6. MATTHEWS 


Greist 


NEW HAVEN, CT.—Walter Lown, 
for the past four years director of sales 
of the Greist Manufacturing Co., New 
Haven, Conn., has resigned as of January 
1 to become associated with the Polaroid 
Corporation of Boston. He has been 
succeeded by Charles A. Baratelli, who, 
since early in 1936, has been assistant 
sales manager of the company. 

Details concerning Mr. Lown’s new 
activities with the Polaroid Corporation 
are still to be announced. It is reported, 
however, that he will head a newly 
created lighting division of the company 
concerned with the development and mar- 
keting of illuminating products equipped 
with Polaroid. 

Mr. Baratelli, the new sales director 
of the Greist Company, comes to his 
post with a wealth of experience in the 
portable lamp field. He is credited with 
a major role in the engineering develop- 
ment of the Greist White Knight, na- 
tionally advertised product of the 
company, and several other lighting in- 
novations as well as assuming an im- 
portant part in their sales promotion. 
Mr. Baratelli has announced that no 
changes are contemplated in the policies 
of the company. 


W. H. JONAS 


Johnson Motors 


P. A. Tanner, Vice-president of John- 
son Motors, Waukegan, Illinois, has an- 
nounced his appointment of W. H. Jonas, 
assistant sales manager to the position 
of sales manager on Sea Horse outboard 
motors and Iron Horse Generators. 


ELECTRICAL MERCHANDISING—FEBRUARY, 1938 
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re you in the ‘yellow pages’? 


O you use this simple way to get business? 
8 Simple because it enables prospects for the 
t= brands and services you sell to find you easily. 
ah The classified is right where they live, right where 
qi they work, and at every telephone pay station. It is 
@ the popular buying guide of the nation. 
That’s why many famous trade marks and their 
dealers are listed in it. That’s why you should be 


identified at every classification of your business. 


For full particulars, call the directory 
man at your local telephone business office. — J 
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‘Twelve resplendent 1938 Gibsons, styled 
and equipped to crowd people in, priced 
to sell in volume, forced ahead by a 
national sales and advertising program 
with power behind it! . . . MORE ice 
cubes, MORE usable food capacity, 
MORE of everything that prospects want, 
MORE of what you want!... Get set now 
for your biggest year in Gibson’s big- 
gest year—1938! GIBSON ELECTRIC 
REFRIGERATOR CORPORATION, 
Greenville, Michigan. Chicago: American 
Furniture Mart. Export Sales Dept.: 
201 North Wells St., Chicago, U.S.A. 
Cable Address: Gibselco, Bentley Code. 


GIBSON 


THE FREEZ'R SHELF REFRIGERATOR 
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Estate Stove 


The Estate Stove Company, Hamilton, 
Ohio, announces the appointment of 
Stanley C. Bernhardt as general sales 
manager, succeeding Myron D. Kahn, 
who died suddenly from a heart attack 
on December 24th. 


S. C. BERNHARDT 


Mr. Bernhardt, who was formerly 
vice-president in charge of sales of the 
Monitor Furnace Company, Cincinnati, 
joined the Estate sales force in Decem- 
ber, 1929. For the past five years he 
has been in charge of the New York 
office of the company. 

Norman J. Griffiths succeeds Mr. 
Bernhardt as manager of the New York 
office. Mr. Griffiths was formerly asso- 
ciated with Estate, but left the company 
a few years ago to become president of 
the Somerville Stove Works, Somer- 
ville, N. J. 


General Electric Lamps 


L. P. Moyer of the General Electric 
Company, Nela Park, Cleveland, is now 
in charge of magazine advertising for the 
Incandescent Lamp Department. He 
takes the place of J. W. Dunbar who 
transferred reently to the general 
company. 

For two years prior to advancing to 
his new position Mr. Moyer assisted Mr. 
Dunbar on lainp advertising. Previous 
to that he handled the creation and exe- 
cution of promotion plans for lamp dis- 
tributors. In 1927 he was awarded first 
prize by the United Premium Sales & 
Service Co., Inc., of Chicago, when they 
sponsored a national competition for sales 
contest plans. Mr. Moyer’s association 
with the General Electric Company 
began in February, 1923, following his 
graduation from the University of Iowa. 

P. C. Sowersby, for a number of years 
a member of the General Electric News 
Bureau at Schenectady, N. Y., is now 
Mr. Moyer’s assistant. His chief func- 
tion will be the handling of business 
paper advertising. 


Hotpoint 


Announcement of the appointment of 
James Parker, assistant manager, Elec- 
tric Range Division of the Edison Gen- 
eral Electric Appliance Co. Inc., as Hot- 
point refrigerator specialist in the Chicago 
district has just been made by R. W, 


JAMES PARKER 


vice-president, in charge of 
sales. 

Mr. Parker served for a brief period 
in the Research Department of Henri, 
Hurst and McDonald, Chicago adver- 
tising agency, before joining Sears, Roe- 
buck and Company as assistant in the 
office of E. P. Brooks, General Merchan- 
dise Manager, in charge of retail stores. 

After one year’s service, he was made 
General Merchandising Manager of Sears 
store in Rochester, New York. He re- 
signed from this position in 1931 to ac- 
cept the position of Assistant Merchan- 
dise Manager, responsible for all buying 
and selling of refrigerators, ranges, heat- 
ers, washers, ironers, vacuum cleaners 
and sewing machines for the Wieboldt 
Stores in Chicago. He left the Wieboldt 
Stores to form his own company, the 
Affiliated Buying Company and joined the 
Edison General Electric Appliance Co., 
Inc., in October, 1936. 


G-E Sales—Syracuse 


George Campbell, manager of the 
Schenectady local sales office of the Gen- 
eral Electric Company, assumed the 
added responsibilities of the management 
of the Syracuse office on January 1, ac- 
cording to an announcement by H. H. 
Barnes, Jr., commercial vice-president. 

The combined Schenectady and Syra- 
cuse territories include all of New York 
state and Susquehanna, Bradford, and 
Tioga counties in Pennsylvania, except 
the metropolitan New York and Buffalo 
areas. 

Mr. Campbell succeeded A. J. Hornsby 
in the Syracuse area, who retired on 
December 31 after 38 years of service 
with the Company. 


S. C. RIDER 


G-E Home Bureau 


Sumer C. Rider, who has been a mem- 
ber of the New York district publicity 
section for the last six years, has joined 
the staff of the General Electric Home 
Bureau, in New York, where he will 
henceforth be associated with advertising 
and promotional activities. 


GEORGE CAMPBELL 
Wesix 


C. A. Russell, formerly manager Mer- 
chandising Division, has again resumed 
responsibilities of general sales manager 
for the entire Wesix Electric Heater 
Company organization. This company 
manufactures electric air and water heat- 
ers with headquarters at 390 First St. 
San Francisco. 
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In adding two new Models for 1938—a striking new 

note in washer styling has been attained, which dealers 

have acclaimed outstanding in sales appeal and me- 
chanical excellence. 
nag * That the public has had good satisfaction with Barton 
apa Washers in the past is evidenced by the fact that again 
Barton Washer sales increased,—13% more units in 
1937 over 1936 in spite of the fact that the industry as a 
whole showed a slight decrease. 


Heading up the complete Barton line with these two 


EARTON ADDS NEWLY STYLED 
WASHERS FOR 1938 


EXTRA WATER CURRENTS ... EVERY MINUTE 


attractive models—C-8 (shown above) and C-7 means 
still further success for dealers selling Bartons. . . 
You can increase your sales in yout community if the 
territory is still open. . . . Write for the Barton Suc- 
cess Story and Merchandising plan. THE BARTON 
CORPORATION, West Bend, Wis. 
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iVuHI 


Chromel, discovered 32 years ago, is better today than ever before— 
because of continuous research, and a policy of re-investment of profits 
in the latest equipment. Hence, the heating-appliance industry, and its 
dealers, have always had highconfidence in Chromel for heating-elements. 


HOSKINS MANUFACTURING COMPANY + DETROIT + MICHIGAN 


4. 


FRED SINDERMANN 


G-E Electric Fans ; 


Fred Sindermann has been appointel 
manager of the electric fan sales secti 
of the General Electric appliance a 
merchandise department, Bridgeport, 


Jr., manager of the household appliar 
sales division. Mr. Sindermann was firs 


has been announced by D. C. via 


associated with General Electric in 19/9 


at the company’s Pittsfield, Mass., work: 
and had been connected with fan sale: 
since 1922. He was appointed field repre- 
sentative in 1928, field supervisor 
1930, and assistant to the manager 
1931. He succeeds the late R. J. Heaney 


Graybar 


The Jacksonville branch of the Gray- 
bar Electric Company began to operate 
as a main house begining January 1, 1°38 
with Savannah, Miami, Orlando, ani 
Tampa as branch offices. 


DOUGLAS WALLACE 


Douglas Wallace has been appointed 
district manager with headquarters # 
Jacksonville. R. C. Litchfield and G. 4 
Antrim have been appointed assistatt 
general merchandising managers report 
ing to D. H. O’Brien. 


York Ice Machinery 


John R. Hertzler, manager of the A‘ 
Conditioning Division of the York Ic 
Machinery Corporation, has been 4 
pointed general representative in tt 
frigeration and air conditioning, and W 
lis E. Barnum of the Los Angeles bran 
office will now head the Air Condition: 
Division, according to an announcemet 
made by S. E. Lauer, vice-president am 
general sales manager. 

The position of general representat’ 
is newly created, and is occasioned ! 
York’s increasing activity in the air co” 
ditioning field. The selection of M 
Hertzler was dictated by his wide exper 
ence in the industry. 


Proctor 


Proctor Electric Company, Phil: 
delphia, announce the appointment © 
Walter E. Trittipo as Mid-Wester: Sait 
Manager. Mr. Trittipo who, for tic p@* 
year has covered the Chicago territo’) 
for Proctor Appliances, now extends 
supervision over the whole centra: 
of the country approximately bounced 
Pittsburgh, Denver and New Orlea.s. 
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None but the Shelvador electric refrigerator provides 

such an array of time and labor-saving features—features 

that spell CONVENIENCE to the housewife . . . that 

tell her convincingly “The Greatest Sales Story Ever 

Told” —THIS MUCH MORE IN ASHELVADOR.. . 
that will sell for you many more refrigerators than 
you've ever sold before. 


THE CROSLEY RADIO CORPORATION, Ci 
POWEL CROSLEY, Jr., President 
‘the Nation’s Station’ —WLW—500,000 watts—70 on your dial 


Home of * 


NCINNATI 


SHELVADOR 
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This is the Popular Cool Spot Model No. 360 $15.25 List 


Dependable performance, accepted appearance 
and moderate prices are outstanding character- 


istics of SIGNAL Fans. And, important is the faci | 


they are a proven product. They have established 
for themselves, over a long period of years, an 
enviable reputation with both the buyer and seller. 
The name SIGNAL is recognized as a brand that 
is nationally known and which can be bought with 
absolute confidence. SIGNAL Fans for 1938 are 
real values. Every fan carries the SIGNAL 


guarantee, and approved by the Underwriters’ 
Laboratories. 


Write for 1938 merchandising program. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 
Offices in all Principal Cities 
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A SOLID TRA! 
1938. + REF 

FOR 

FRAL ELECTRIC SUPPLY C 


GEN 


Here's proof of good business in California: a solid train of 51 cars arriving at 
Los Angeles for the General Electric Supply Corp. 
carloads contained Hotpoint refrigerators and the remainder were divided among 
ranges, water heaters, washers, ironers and dishwashers. 
single shipment in Hotpoint appliance history. 


NLOAD~ 
T 


OTPOINT FRA 


ORP. DUT 


NCHISED DEALERS 


ANGELES” 


Approximately 45 of the 


This was the largest 


Western 


NEWS 


San Francisco’s Winter Market 
Week was held this year in the new 
Mart building, January 24 to 29. The 
Radio and Electric Appliance dinner 
scheduled for Wednesday evening, 
boasted a program which included 


F. H. Hurley, Jr., president of the 
Hurley Machine Division of Electric 
Household Utilities Corp., Chicago, 
Harry Boyd Brown, national mer- 


chandising manager of Philco and 
L. E. Townsend, assistant vice-presi- 
dent of the Bank of America of San 
Francisco, besides numerous entertain- 
ment features. 


* * * 


More than 90,000 visitors crowded 
San Diego’s tifth annual electric show 
to the limit and exhibitors are advo- 
cating larger quarters for next year. 
Sales were also good, one I.E.S. lamp 
exhibitor reporting the sale of $1,500 
worth of lamps during the week. Ex- 
cellent displays, with plenty of action, 
and attractive interior lighting were 
cerdited with much of the attraction, 
while nightly “man in the street” 
radio broadcasts, during which visit- 
ors were enabled to express their 
opinions of what they had just seen, 
also helped to swell the crowd. 


Mrs. Jean Roberts, home economist of the Tucson Gas, Electric Light & Power 


Idaho staged its usual employee: 
lighting campaign with a 146 per cen 


of quota selling result. Lamps ol 
92,365. Wattage: 7,289,483. Winning 
division: Pocatello. 

** * 


The two-trainload shipment of elec- 
tric appliances by the General Electric 
Company to meet the Christmas de 
mand in northern California is said 
to have broken a record for this tern 
tory. 

* 

Total appliance sales for 1937 

Pacific Gas and Electric Company ter 


ritory were estimated at $40,000,00 
of which dealers sold  $38,000,0( 
worth and quotas for 1938 will | 


just about the same according to H. M 

Crawiord general salesmanager of the 

P.G.&E., before a meeting of the com- 

pany’s salesmen at San Francisco. 


The merchants attending Market 
Week, which took place in Los 
Angeles during the third week of Jan 
uary, were greeted by a model stor: 
display in the Chamber of Commerc 
exhibit hall, sponsored by the Elec- 
trical Development League of south- 


Company, is shown with a Westinghouse roaster display used in conjunction 
with a tie-up with Crisco. About 80 direct roaster sales were attributed to these 
demonstrations which Mrs. Roberts claims is one of the finest used for roasters. 
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ern California, designed to show how 
dern lighting can increase sales. 


* * 


Phe Lewiston office of the Wash- 
ington Water Power Company has a 
ew electric kitchen display. _ This 
mpany’s winter Light Conditioning 
campaign was won this year by the 
Bic Bend district, with 154 per cent 
of quota. December saw the opening 
of a new commercial office at Clarks- 
ton. 


*_ * * 


The electrical industry of Los 
Angeles is to have a virtual electric 
age exposition as part of the South- 
ern California Home Show, which 
takes place in the Pan Pacific Audi- 
torium, April 21 to May 1. Over 
16.000 ft. of space have been reserved 
by electrical firms. 


* * * 


Listing the five essentials of a 
modern home as: 1. Adequate wiring, 
2. Correct lighting, 3. Up-to-date 
kitchen, 4. Automatic hot water and 
5. All-year air conditioning, the San 
Joaquin Service of Fresno, Calif., 
offers an advisory service to home 
builders. 


* * * 


Personal pictures of members of the 
company’s home service department, 
with their “little black kits” serves to 
popularize in advertising the light 
testing service offered by the Wash- 
ington Water Power Company to its 
customers, 


* * 


Deferred payment on radios, com- 
bined with special trade-in allowances 
or reductions on old models marked 
the post-Christmas Tull & Gibbs 
(Spokane, Wash.) sale in this depart- 
ment. Three basic prices at which 
ranges taken in trade on new electric 
ranges might be purchased attracted 
buyers to a disposal sale held by this 
store in January. Equipment, includ- 
ing some old model electric ranges, 
had been in first class mechanical 
shape and was offered at $9.95, $19.95 
or $29.95, with small weekly payments 
permissible. 


* * * 


“Basement Overstocks” in all the 
major electric appliances were offered 
by Montgomery Ward of Salt Lake 
City at substantial reductions during a 
January sale. 


* * * 


Prizes were recently offered by the 
Pacific Gas and Electric Company 
for stories by customers pertaining to 
their own districts which might be 
suitable for use during the company’s 
Sunday broadcast. 


* * * 


Fresno, Calif., last year passed an 
ordinance requiring certain electrical 
appliances to have Underwriters Lab- 
oratory approval before Fresno sale. 
This has now been extended to in- 
clude all electrical appliances. It is 
further provided that no unapproved 
appliance shall be disposed of as a 
gilt, premium, loan or rental; also that 
all merchandise shall be plainly 
marked with maker’s name or symbol, 
together with voltage, current, watt- 
age or other appropriate ratings. 


* * * 


Guest cooking schools are being 
held in the homes of customers who 
own electric ranges by the home econ- 
omists of the Southern California Edi- 
son Company, who find that these 
groups in familiar surroundings ask 
questions more freely and are more 
approachable. 


* * * 


Laundry equipment has had a thor- 
ough demonstration recently at Dorris- 
Heyman’s in Phoenix, Ariz., Ironrite 
ironers were demonstrated in the store 


That's the great advantage 


of handling Sunlight-pow- 
ered washing machines— 
your customers remain your customers! 
When the time comes for them to trade 
in their old washer for a newer, more 
advanced model, they come back to you. 
Why should they take a chance on a 
different make when they know they'll 
be satisfied with the same make? 


Rugged, self-oiling Sunlight motors 
provide smooth, reliable power—power 
“as certain as the sunrise.” They assure 
a minimum of warranty service, for 
twenty years in the industry have 
enabled Sunlight to develop a motor 


MOTORS 


ELECTRICAL MERCHANDISING—FEBRUARY, 1932 


SUNLIGHT-POWERED WASHER 


which is virtually trouble-free. As a 
result, the people who buy Sunlight- 
powered washers are satisfied cus- 
tomers, with confidence in the dealers 
who serve them. 


The whole story is simply this: Sunlight- 
powered washers are easier to sell ... 
because so many people are sold on 
Sunlight-powered washers! 

SUNLIGHT ELECTRICAL DIVISION, 


General Motors Corporation, Warren, Ohio. 
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WIND.O-VENT 4 NOISELESS ATTIC EXHAUSTFAN 6 WIND-O VENT 0 
WINDOW VENTILATOR VENTILATOR CABINET LOW SPEED TYPE WALL CABINET UNIT NON cerasxten 
WITH LOUVRES CEILING MODEL 


9.INCH 12. THE DIEHL 
JUNIOR RIBBONAIRE 


There is a definite, tangible appeal in the 1938 Diehl Fan line that can 
give you a fast-moving fan business. 


Diehl Fan simplicity of design and operation plus the established popu- 
larity of Diehl Fans among buyers of desk, wall and ceiling types and air 
circulators—for commercial and industrial service and domestic use from 


— to attic. ... here is a selling combination that's mighty hard 
beat. 


Added ‘to this is a series of quick-acting sales helps that will not only 
grab prospects off the street and bring them into your store, but will also 
help you close sales. 


Plan now to get your share of the profits from this extensive Diehl Fan 
line for 1938. Write for your copy of the Diehl 1938 Fan Catalog No. 49 
and merchandising program to Diehl Manufacturing Co., Electrical Division 
of The Singer Manufacturing Co., Elizabethport, New Jersey. 


MANUFACTURERS OF ELECTRIC MOTORS GENERATORS AND | 


or by appointment in the home. The 
Bendix Home Laundry, of which ‘he 
Electrical Equipment Company is the 
distributor in that region, was given a 
public presentation three times dally, 
and in the evening, both at the Dorris- 
Heyman store and at Fannins at Five 
Points. 
* * 


The power company at Phoenix 
helped with the Christmas advertising 
of electrical gifts and also made a 
feature of home lighting and LES 
lamps as representing the true holiday 
spirit of light and cheer. 


* * 


Using an all-employee selling plan, 
the Southern Colorado Power Com- 
pany of Pueblo, Colo., disposed of 
41,301 lamps in its fall campaign 
which ended in December, with an 
average of 68 watts per lamp. Ranges 
and water heaters received consider- 
able pre-holiday attention and electric 
dishwashers are mentioned for 1938 
consideration. 


* * * 


A mystery gift announced as a “new 
invention which solves the vegetable 
problem” was given free to house- 
wives who visited H. E. Saviers’ & 
Son, Inc., Reno, or Carson City, Ne- 
vada store in the last week before 
Christmas. 


*_ * * 


Detailed instructions for roasting a 
turkey in the electric oven gave a 
unique holiday touch to Puget Sound 
Power and Light Company advertis- 
ing in Seattle, Wash., papers. 


* * 


Electric refrigerators, I.E.S. lamps 
and electric ranges have been to the 


fore on the program of the City Light ‘ 


of Seattle. They have a way of run- 
ning suggested menus outlined by the 
domestic service department along 
with their range advertising. 


*_ * * 


The first baby boy and the first 
baby girl born in Phoenix, Ariz., in 
the new year of 1938 received a shower 
of gifts from local merchants, one of 
them being an electrical bottle warmer 
from Vinson-Carter Electric. The Bar- 
rows Furniture Company advertised 
the importance of the electric re- 
frigerator for the baby’s health, al- 
though their gift to the newcomer; 
naturally was somewhat more modest. 


* * 


December purchasers of Kelvinators 
from Tull & Gibbs of Spokane, Wash., 
carried with them the free gift of a 
Universal Mixer and also deferment 
of the first payment on the refrigerator 
until April of 1938. 


* * * 


“Our 400”, meaning the 449 men 
and women employees of the North- 
western Electric Company of Portland, 
Ore., is the slogan under which that 
company has been telling of its serv- 
ice to the public. Little stories of the 
daily adventures of employees in 
rendering out of the way accommoda- 
tion to customers are featured in 
each ad. 


* * 


Meier & Frank of Portland, Ore., 
staged a year-end sale which included 
in the electrical department used 
equipment and floor samples in ranges, 
refrigerators and laundry equipm:nt 
listed in a tabulation giving make, 
condition and price. 


* * 


“No monthly payments antil March” 
was promised by K. O. Stout of Sacra- 
mento, Calif., on purchases of No: ze 
refrigerators made during Decembc’. 
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The 
profitable selling. It's made in the only 
refrigerator factory completely re-tooled for 
1938. And it gives you more to demonstrate— ‘ 
improvements that prospects can see and 
 believe—than any other refrigerator made, i 
_ regardless of price! Amongthemare... 
ann Porcelain COLD STORAGE CHEST } 
ic Exclusive SNAP-OUT CUBE TRAY | 
a 4 
4 
used 
ranges, 
ipment 
maxe, 
) 


\ 


This EXCLUSIVE feature 
providing food storage ar- 
rangement of 2 REFRIGER- 
ATORS in 1 is destined to 
make new sales records with 
the greatest values in refrig- 
erator history. Ina moment 
the UNIVERSAL can be con- 
verted from the conven- 
tional type refrigerator with 
full shelf storage space to 
one that allows the use of a 
BASK-A-DOR—transferring 
certain storage space to a 
basket on the door. 


“REFRIGERATOR No. 1" 


With SLIDE-A-SHELF open 
— without the use of the 
BASK-A-DOR feature. 


iC 


“REFRIGERATOR No. 2" 


With the BASK-A-DOR in 
place and the SLIDE-A- 
SHELF telescoped to closed 
position. 


Mr. Progressive Dealer: 


This is your opportunity... 
your chance to make 1938 
your Banner year .. . with 
UNIVERSAL. Its many new 
exclusive features and re- 
finements including the 
TIME-O-METER for Bal- 
anced Cold Desserts added 
to its tried and proven ICE- 
CYCLE SYSTEM deserve 


your complete investigation. 
Write Today For Details 


LANDERS, FRARY & CLARK 
New Britain, Conn. 


| 

| 


UNLVERSAL 
with this Sensational Feature—AT NO EXTRA COST 
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1S DIFFERENT 


FEBRUARY, 


Auerbach’s of Salt Lake City has 
been carrying on an extensive adver. 
tismg barrage 
laundry “equipgient. 


Every feature. of electrical gift giv. 
ing received some attention from the 


Utah Power & Light Company dur ing § 


its pre-Christmas series Of “see. 
your-dealer” ads. The economy oj 
heating water electrically as against 
the cost of a water coil in the fuel 
furnace has been emphasized, this tak- 


ing the subject of water heating di. § 


rectly into the enemy’s camp. 


* * 


Sears-Roebuck of Salt Lake City ha; 
taken a leaf out of the drug store note 
book by recently running a 2-for-| 
price sale. The two were a $1495 
Coldspot refrigerator and a $17 100- 
piece silverwear set, and the joint 
price was $149.50. 


* 


The Southeast Furniture Company ~ 


of Salt Lake City, Utah, advertises a 
new washing machine department. 
Demonstration of the Bendix Home 
Laundry has been one of the features 
of the new set-up. 


receiving attention in the store’s ad- 
vertising. 


Two pages in Salt Lake papers an- 
nounced that RCA Victor, 1938 Model 
811K would be sold with a $35 trade- 
in and no down payment, all the stores 
carrying this line joining in the ad- 
vertisement. 


December prize on the Utah Power 
& Light Company’s system in the 
I.E.S. window-decorating contest was 
won by the Dixon Taylor-Russell 
store of Price, Utah. June Bartlett 
was the decorator. 


* 


Here is an unusual combination— 
Dalton’s Drive-in Market in McCam- 
mon, Utah, which is located in a local 
service station, recently added electri- 
cal apliances to a line of groceries. 
Radios and lamp bulbs are the most 
recent additions. 


* * 


With the help of a home service 
demonstrator from the Utah Power & 
Light Company, the Lathrop Hard- 
ware Company of Montrose, Colo. 
recently staged a cooking school which 
was attended by 100 prospects. Re- 
sults were so satisfactory that other 
demonstrations are planned through- 
out the spring. 


* * 


The Granite Furniture Company has 
recently opened a branch at Provo, 
Utah, which will handle a complete 
line of electrical appliances. 


* 


When the J. C. Penny Company 
took over the Wright Store at Ogden, 
Utah, R. R. Smith remodeled the 
electrical department and _ resumed 
business. The department carries 
full line of electrical appliances and 
radios. 


* 


Gaylord B: Buck, vice-president and 
general commercial manager of the 
Public Service Company of Colorado, 
gave his nine-year old son an elec tric 
train for Christmas, or at least s 
says the Rocky Mountain News 0! 
Denver, which recently showe!l 4 
panteneene of Mr. Buck playing with 
he train himself. 


* * * 


Wishing its customers a Happy 
New Year, the Public Service Com- 
pany of Colorado in a full-page /ood 
will ad listed some of the purchases 
from other merchants of the com: \un- 
ity made by its 2,388 employees 
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|| COMMERCIAL BANKERS 


large volume of this year’s electric 

appliance purchases will bemade 
by people with whom I stand high. I 
can influence many of them in your 
favor. That's why it should be impor- 
tant to you to know me better... to 
know all the advantages you get when 
I am working with you and for you. 


Millions of families have bought auto- 
mobiles, refrigerators, home laundry 
equipment and other electric appli- 
ances on the Commercial Credit Com- 
pany time payment plan. They 
have first hand knowledge of 
the fair and friendly treatment 
they get. When you offer them 
this same service in the finan- 
cing of electric appliances 
you have their confidence 


and good will from the start. 


RANGES HEATING & AIR 


Back of the scenes is the machinery 
that is of vital importance to you... 
careful credit investigation to prevent 
risky sales—speedy remittance of your 
money—an effective but frictionless 
collection system that relieves you of 
worry or embarrassment. 


With my help on the credit and 
financial side, you will be free to 
concentrate on selling and merchan- 
dising. That’s your main job. That's 
where your profits come from. 


I'm the local manager for 
Commercial Credit Company. 
= I have headquarters in 205 
offices in the principal cities 
—— of the United States and Can- 
—— ada. ... Call on me freely for 
information and help. 


CONSOLIDATED CAPITAL 


| CONDITIONING EQUIPMENT 
| 


COMMERCIAL CREDIT COMPANY 


HEADQUARTERS: BALTIMORE 
AND SURPLUS $64,000,000 


¥ 


SERVING MANUFACTURERS, DISTRIBUTORS AND DEALERS THROUGH 205 OFFICES IN THE UNITED STATES AND CANADA 
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WARNING 


HEAT WAVES AHEAD! 


ENJOY BIGGER AND BETTER 
FAN PROFITS THIS YEAR WITH 
GENERAL ELECTRIC 
QUIET FANS, 

THE FASTEST-SELLING LINE 
OF QUALITY FANS! 


YOU’LL HAVE NEW FANS— QUIETER 
AND MORE EFFICIENT THAN EVER— 
AND NEW SALES PROMOTION AND 
ADVERTISING HELPS — MORE NUMER- 
OUS AND BETTER THAN EVER! 


ASK YOUR DISTRIBUTOR’S SALESMAN 
FOR COMPLETE DETAILS. YOU’LL 
PROFIT BY IT! 


GENERAL ELECTRIC 
FANS 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 


Capitalizing 
on Contests 


CONTINUED FROM PAGE 57——. 


Arkansas Power and Light Con pany} 
merchandise, but it is building up 4, 
better spirit of co-operation betwee 
the power company and the individu) 
dealers. It is a medium for pointing 
out to the dealers that the foundatic; 
of the power company’s operations ‘s 
supplying electrical current, but 
the same time it must educate { 
people to the value and convenience 
energy by making available to the 
appliances by which they can utilize 


these values and conveniences. 

A mimeographing system, rather 
than one calling for printed matter, i: 
utilized in the Sales Promotion |) 
sion. It has been found by the Ar. 
kansas Power and Light Compam 
that individual items for use in the 
campaigns, such as bulletins, letter: 
and reports, can be turned out at a 
average cost of seven cents each. A! 
the mimeographing process, rather 
than the printed, permits a more flex'- 
ble program to be carried on. 

In 1936, a dealer publication wa 
established by the Sales Promotio: 
Division. A monthly paper, entitle 
“Geared Sales,” is issued containing 
items and illustrations about dealer 
and their businesses in the territory 
served by the Arkansas Power a! 
Light Company system. 

Through this publication the deal 
is brought into direct contact wit) 
the ideas and theories of the powe 
company. The offerings and aims 
the company are presented clearl) 
and the electrical dealers get an idea 
of what is possible by reading of what 
other dealers are accomplishing. Sales 
pointers are presented, the latest news 
of the retail trade reported, and man) 
other valuable bits of information in- 
parted through the paper. 


Alfred Givens’ Job 


Head of the power company’ 
Sales Promotion Division is Missour! 
University-educated Alfred = Givens 
Jr., who had several years of exper! 
ence in the newspaper business before 
going with the power company. Hi 
was “borrowed” from the Advertisiis 
Department of thé power compan) 
late in 1935 by general sales manage! 
Tucker to do some special work ©! 
a campaign. 

On January 1, 1936, the Sales Pro 
motion Division was created as 
permanent part of the Sales Depart 
ment. The division serves as a cleat 
ing house in co-ordinating all the ¢! 
forts of the power company to preset! 
itself and its merchandise to the public 

In addition to furnishing the Salés 
Department with all promotion ™* 
terials and reports, the Sales Prome 
tion Division handles general !«ttet 
to field workers, progress reports. am! 
similar work. 

One of the largest projects u ier 
taken by the division was the inavgu™ 
ation of a loose leaf catalog of @ 
appliances merchandised by the powe! 
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ny. Before this system was 
ted, the various manufacturers’ 


Beatclogs were received by the power 
company and filed in the various of- 
fice. rather spasmodically. 
‘iten the results of this system 
Bwere that a catalog or price list could : 
d 1 ” N Price slling is the busines, 4 
be found when needed,” Mr. mands for buyer? and for 
Givens says. “From a close study of and imef fcrenc’ 
Think cha 
apmthis method it was found that the 
of specification sheets, Price Value 
A few pages farther on, Cha: WV, x 
ividul catalog and price lists on all appli- yoo 
inting Imances sold by the company into one of price becomes in the face of value. Once ,.. 
: d learn to sell value you may safely call 
\clation loose leaf binder, systematically in- $e on highend co 
ions isfmdexed, would be most helpful in pro- 4 
Sixe up this viewpoine in. the light of your pre. 
but noting the sale of additional merchan- cot situation and ase if it tight. Admitted) 
you can't sell snowballs to Eskimos. But you ares: 
te dise and at the same time give the 
utilize appliances sold. In January, 1935, 
his new kind of catalog was issued. 1 thom thingsh Then. price 
rather Now there are about 200 in service. certainly becomes kactor.” 
tter, 1s 
Correct Catalogs 
Ar- 
pat 
“te th “Of course, the first problem in 
; then such an undertaking is to see that the 
‘atalog is kept correct at all times. In 
our catalog set-up we issue new price 
sheets and catalogs or specification 
atner 
roa H sheets as they are issued by the vari- 


us manufacturers, and they are sent 
the holders of the catalogs. Each 


catalog is numbered and registered 
by the Sales Promotion Division in 
eT its Catalog Section. A card record 
dealer. 2 >te™ has been set up for each cata- Read these two pages chosen _‘ Farther on in the book there is a con- 
log and as each change is issued, a 
a ritory  vecord of it is made on each individual at random from the 92-page, _ structive analysis of the four buying rea- ). 
r al . 
card. As a replacement is made, the | ee 
‘italog holder returns his old catalog hard-cover book “HOW TO sons: “Gain,” “Safety,” ‘Convenience 
twine Sheets to the Sales Promotion Divi- INCREASE YOUR SALES.” The pages and “Pride”—and how each reason can 
Ke sion. A check is kept to see that all ae 
- IB replacements are made and all old selected happen to be from the chapter: be found and capitalized by your sales- 
Ns | } 
af The Right Slant on Salesmanship.” The man. “How to Handle Objections”... 
if what fp 202 by the comments of the various | entire book is equally constructive. As ‘How to Close”... and other chapters 
field offices. After the system was 
A cays ff 2Augurated, all of the offices reported the foreword says: “This book is not are equally constructive and helpful. 
that it was the most valuable change 
the: about porcelain enamel. This book is Send for your free copy of this book 
set-up to that time. ; about selling.” Note these chapter head- —today. You will want every mem- 
“Our first new catalog contained ‘ 
both residential and commercial appli- ings: “What People Buy” ... “Why ber of your sales force to read it— 
inces, but last March we decided to ) « ” 
b separate the two classifications, re- People Buy - +. “How People Buy. thoroughly. 
taining the residential features in the 
npany’s ld catalog and issuing a new one for 


fissoul the commercial appliances. The new PORCELAIN ENAMEL INSTITUTE, Inc. 


Givens ( “talog is maintained in the same way 612 North Michigan Avenue, Chicago 


experi as the old one.” 
nolan The staff of the Sales Promotion 
~ ‘th Division, in addition to Mr. Givens, 
crtising (cludes Miss Edth Wharton, artist 
ympany and assistant director; Mr. Inez Guy 
anaget Porter, stencil typist and mailing list 
ork on supervisor; Miss Martha Bent Good- 
loe, secretary to the director and 
Pro  “talog supervisor; J. J. Wright, 
mimeographing supervisor and distri- 
Depatt- ution supervisor. 
leat- PORCELAIN ENAMEL INSTITUTE, Inc. 
the ad a 612 North Michigan Avenue, Chicago 
pr sent 
| — George Stickney Retires Send me a copy of your FREE book: “How to Increase Your Sales.” 
» Sales 
CLEVELAND—Familiarly and affec- 


tionately known as “Uncle George” to 


Promo his m iny friends, George H. Stickney has a 
letters retire! as consulting illuminating engi- 
ts. and eer of the General “Electric Company ‘ 
ndustry, 
under His retirement has just been announced 
lagu y J. E. Kewley, vice-president and Address 
of all manaser of the Incandescent Lamp De- 
power vartment at Nela Park, Cleveland. 
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Blackstone's new “Utilitop" ironer got the center of attention at their 
exhibit at the Chicago shows. Here are some of the executives going 


over its fine points. 


> 


The eastern distributors of the Gibson Electric Refrigerator Corp. got 


together in New York recently. 


Represented were Eastern Elec. Supply, 


Newark; R. H. McCann, New York: Dickel. Philadelphia; D'Elia, Bridge- 
port; Albany Distributing, Albany; B.O.R. Radio, Reading; Biehl's, Potts- 
ville: Roberts, Utica and Granite State Appliance. West Ossipee, N. H. 


Here's a comprehensive view of the Home Service Conference staged by 


Westinghouse at Mansfield recently. 


Home service women from utilities, 


distributors and national magazines participated in the conference. 


HOUSEWIFE AND PROFESSOR WIN G-E HOMES 


NEW YORK, N. Y—Mrs. C. W. 
Smith, of Clayton, Georgia, and Prof. 
A. M. Brant, of Ohio State Un.versity, 
Columbus, have been awarded fully elec- 
trified homes worth $12,000 each, while 
Miss Norma Carpenter, of Lincoln, 
Nebr., has been awarded a similar home 
worth $8000—grand prizes in a “better 
living” contest sponsored by electric 
service companies throughout the coun- 
try. The competition was designed to 
bring out personal reactions to the elec- 
trical way of living and highlight the 
steadily increasing influence of electricity 
on modern family life. 

The awards were announced by Charles 
E. Wilson, executive vice-president of 
the General Electric Company, whose 
suggestion, made several months ago to 
the electric service companies of Amer- 
ica, inspired the national program of 
which this contest is a part. Mr. Wilson 
fathered the idea that the electrical in- 
dustry had incurred a responsibility of 
pointing out that labor-saving devices 
for the home were not an end in them- 
selves, but tools for better living which 
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had vast social implications. 

Invitations to answer the question of 
why the electrical way of living exer- 
cises a particular appeal were distributed 
to more than 14 million families by 
utility companies, and more than 275,000 
persons submitted answers. As an in- 
centive, General Electric distributed $20,- 
000 in electrical appliances over a ten- 


week period to the 100 individuals who | 


best answered the question, and as a final 
gesture provided another $32,000 to build 
completely equipped homes for the grand 
prize winners, whose letters were to be 
selected from the original hundred by 
a distinguished jury. The jury which 


last week picked the winners was made | 


up of Faith Baldwin, 
Davison, director of the New York 
Herald-Tribune Home Institute; Mrs. 
Andrew J. Noe, president of the New 
York Federation of Women’s Clubs; 
Charles W. Kellogg, president of the 
Edison Electric Institute: and Howard 
Ehrlich, publisher of “Electrical Mer- 
chandising” and vice-president of the 
McGraw-Hill Publishing Company. 


author; Eloise 


G-E AND LARVEX IN SPRING 
VACUUM CLEANER DRIVE TIE-Us 


cleaner, a set of attachments, a powe} 


This Larvex moth-destroyer and G-E 
cleaner will be twins in spring tie-up. 


BRIDGEPORT, CONN.—G-E Clean- 
er’s spring campaign titled, “War on 
Moths” should be of vital interest both 
to the dealer and consumer, according to 
R. E. Weldon, Supervisor of the Cleaner 
Advertising Department. 

G-E Cleaners and the Larvex Corpo- 
ration have gotten together and a com- 


| bination offer will be made to the con- 


| sprayer to the set of attachments. 


sumer which will mean a real saving. 
General Electric has added a power 
The 


“offer” of a floor model 


will consist 


sprayer, and a half gallon of Lan 
for $36.95. 

Both companies will back the ca 
paign with consumer and trade paper 
vertising using a select list of wom 
magazines, and electrical, house fur: 


ing, and department store trade ; 
nals, also radio and newspaper adver 
tising. 


$200,000,000 is the loss yearly due; 
damage by moths. This story and : 
ease of moth-proofing the G-E Cleane 
Larvex way will be featured in the 
vertising. Special folders, leaflets, ; 
teaser letters, as well as new displa 
for stores and windows and tw 
lighted signs have been developed 
will be made available to the dealer. 

One of the better known commer 
writers has collaborated in the prepar 
tion of a beautifully illustrated 16 pag 
booklet “The Hole Truth About Moth: 
This booklet compares the moth men: 
to the damage which would result if cer 
tain large and well-known birds wer 
turned loose in the living room. It 
be used for consumer distribution by : 
dealer. 

The campaign will be launched throug 
a series of sales meetings held in 


principal cities of the country where Lz. 


vex and G-E Cleaner representati 
together will give to the distributors a 
their organizations, the complete fac: 
of the campaign. Smash newspaper a 
will be run in the principal cities, ra 


talks and special demonstrations will & 


conducted through local stores. 


The campaign will continue until th 


first of June and a drive is being ma 
for the participation of the greatest nur 
ber of dealers possible. The offer 
unusual, the saving to the consumer 
considerable, and a large volume of bu: 
ness is expected as a natural result. 


The Last Word in Trailers 


Indian Trailer Corporation built this special unit for the Westinghouse 
Co., Chicago, for promoting appliance sales throughou! 
A 20-foot job, it accommodates a complete line of mer- 


Electric Supply 
the midwest. 
chandise and is one of the most 


merchandising to take to the road. 
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DISING 


The 1938 BRUNSWICK 


DISTRIBUTOR — DEALER FRANCHISE 


OFFERS New Source of 


SALES AND PROFITS 


HERE’S THE STORY brunswick offers to established 


appliance distributors and dealers a new and proven idea in commer- 
cial refrigeration—which opens a tremendous new source of sales and 
profits! Every retail merchant in your town who serves or sells foods or 
beverages is a potential buyer of a BLUE FLASH Table-Top Electric 
Refrigerator! For, the BLUE FLASH is actually “two refrigerators in 
one,’ and provides both WET or DRY storage at the lowest cost per 
cubic foot of any refrigerator. 


HERE’S THE PROOF — through forty Brunswick re- 


tail branch offices, and a few test points in the regular trade channels, 
thousands of BLUE FLASH Refrigerators were sold. 


From one city alone, five thousand Brunswick BLUE FLASH orders 
were received! Sales during four months of 1937 exceeded the total 
volume for the whole year of 1936! This is substantial evidence that 
retailers in your territory will recognize the value of BLUE FLASH 
Refrigerators and BUY. 


HERE’S THE MARKET — check this list. The Bruns- 
wick BLUE FLASH is making profits daily for owners of all these types 
of business. In the United States, 1,064,000 of them do a total volume 
of Twelve Billion Dollars annually. How many are in your territory? 


CAFES THEATRES NURSERIES 

FRATERNITY HOUSES SODA FOUNTAINS BEVERAGE DISPENSERS 
SERVICE STATIONS CLINICS FRUIT STORES 

CANDY STORES OFFICE BUILDINGS COMMISSARIES 
DELICATESSENS SCHOOLS BARBER SHOPS 
TAVERNS BAKERIES LABORATORIES 

MEAT MARKETS DEPARTMENT STORES LIQUOR STORES 
COUNTRY CLUBS GROCERIES ROAD HOUSES 
HOTELS CHURCH HALLS CAFETERIAS 

BOATS AMUSEMENT RESORTS LAUNDRIES 

rt ALLEYS HOSPITALS CREAMERIES 

CLU ICE CREAM MFRS CANDY MANUFACTURERS 
RAILROAD ‘STATIONS BARBECUES BREWERIES 

GARAGES DRUG STORES FISH MARKETS 
BEAUTY PARLORS FACTORIES NEWS STANDS 
BEVERAGE BOTTLERS RESTAURANTS DINERS 


e MODEL F—Three 
storage compartments 
on top for WET or DRY 
storage—a model with 
@ capacity of approxi- 
mately 14 cu. ft. in 
the three top compart- 
ments. (This model 
has no separate side- 
door compartment.) 


e MODEL D—An 
extra-capacity table- 
top refrigerator with 
two storage compazrt- 
ments on top for WET 
or DRY storage, plus 
the additional advan- 
tage of a side-door 
storage compart- 
ment. The two top 
compartments and 
the side-door com- 
partment have a com- 
bined capacity of ap- 
proximately 13 cu. it. 


MODEL B—fFor 
smaller space, this 
table-top model meets 
every need. Its single 
top compartment can 
be used WET or DRY. 
In addition, it has a 
side-door dry storage 
compartment. The top 
and side-door com- 
partments havea com- 
bined capacity of ap- 
proximately 9 cu. ft. 


DRY STORAGE 


Models B and D have a special 
cu. ft. side-door dry storage 
compartment for storing meats, 
foods and prepared dishes. This 
compartment has a capacity, 
ctically the lent of a © Separate compartments on top 
may be used WET or DRY. 


HERE’S WHAT —tne immediate and enthusiastic acceptance of 
the BLUE FLASH by retailers was due not only to the fact that it keeps virtually 
all foods and beverages perfectly refrigerated, but also because it is a real 
merchandising refrigerator. Because of its table-top construction, merchants 
use it as a table, as a counter, or as an island display. It sells foods and bev- 
erages, and it saves shelf space. 


HERE’S WHY —three BLUE FLASH models meet the needs of the 
smallest or the largest retailers. Backed by nearly a century of manufacturing 
and engineering experience, the BLUE FLASH offers your customers the 
utmost in appearance, convenience, efficiency, economy and durability. Be- 
cause of its five-sided refrigeration, you can slide the top and reach in... 
and the cold stays in—even when the top is open. Every BLUE FLASH is 
“torture tested’’ in tropical temperature and humidity and a certification of 
actual performance accompanies every refrigerator shipped to the trade. 


HERE’S HOW-a dramatic, illustrated sales presentation, all in 


one portfolio, makes selling easier for your salesmen. A convincing and effec- 
tive sales promotion plan, new selling ideas, and a new finance plan, furnish 
powerful selling ammunition for your organization. 


GET YOUR SHARE OF THIS CREAM 
Full particulars relative to prices, discounts, floor plan, franchise agreement, com- 
plete finance plan and other pertinent facts, will be furnished to established 
distributors or dealers upon request. Address Appliance Division, The Brunswick- 
Balke-Collender Co., Dept. 223—629 South Wabash Avenue, Chicago, Ill. 


APPLIANCE DIVISION 


THE BRUNSWICK-BALKE-COLLENDER COMPANY 


(Dept. 223) 629 SOUTH WABASH AVENUE « CHICAGO, ILLINOIS 


ABLE-TOP 


BLUEFLASH 


ELECTRIC REFRIGERATO 
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SPEED QUEEN Refrigerators 


ow & Seelig VM fg. Co., 
Ripon, Wis. 


rei 


‘ SO8D and SQ6D Deluxe 
lels; SQ6S and SQ4S Standard 
models, to match the Speed Queen 
washer and ironer line. 
Capacities: 8, 6 and 4 cu.ft. respec- 
tively. 


Selling Features: Single dial tempera- 
ture control and defroster standard 
mall models; defrosting is manu- 

ally operated; automatic interior 

light on all models; feather-touc! 
door release; slide-out removable 
tray shelves in deluxe models can 
be lifted out entirely transferring 
contents to work surface; when 
just pulled out, automatic catch 
stops tray trom sliding entirely out; 
at tubing coil gives increased ccol 
speed, the manufacturer claims; 
interior arrangement provides com- 
plete circulation throughout box; 
white Duluxe exterior, black base 
with chromium trim. 

Prices: From $99.50 to $179.50.— 

Electrical Merchandising, February, 


DEXTER Washers 


The Dester Co., Fairfield, lowa 


Models: Fastwin 388 E. Thriftwin, 
387E, Century 386 E, Speedex 385E, 
Defender 384E, Cavalier 383E, Ace 
382E and Trump 381E. 

Special leatures: Fastwin and Thrif- 
twin, double tub washers equipped 
with Dexter-built, l-piece aluminum 
frame wringer and Dexter-built 
“full-jeweled” transmission; Fas- 
twin finished in white with black 
and chromium trim; Thriftwin fin- 
ished in Heliotan. 

Century, Speedex, and Defender, 
single tub models with Dexter-built 
aluminum frame wringer and full 
jeweled transmission, Century and 
Speedex finished in white with 
black and chromium trim; Defender 
finished in Heliotan. 

Cavalier is equipped with pressed 
steel wringer with balloon rolls and 
Dexter-built sealed “sterling gear 
case” with forced feed lubrication. 

Ace equipped with stamped steel 
wringer cadmium plated, finished in 
green Duco 

Trump, low price model with 
stamped steel wringer with instant 
safety release; supersize worm and 
gear—every part equipped with self- 
oiling bronze and graphite bearings. 
—Electrical Merchandising, Febru- 
ary, 1938. 


PAGE 84 


THE 


@ In which new products and merchandise pass in review for your benefit. 


VACULATOR Coffee Brewers 


Hill-Shaw Co., 311 N. Desplaines St., 
Chicago, Ill. 


Device: Improved Vaculator coffee 


brewers. 

Selling Features: “Wall Safe” holds 
glass bowls when not in use; rim 
guard and Durez handle on upper 
glass keeps glass from being chipped 
against faucet; unbreakable, easy- 
to-clean filter; wide, easy-fill neck; 
“flame-glass” bowls; wide-nose fun- 
nel speeds filtering ; ventilated table- 
mat combined with funnel-holder ; 
660 watt high-low stove with auto- 
matic control of serving tempera- 
tures. Coronet model, illustrated, 
available in 6 and 8 cup capacities ; 
other models embodying above fea- 
tures are the Treasure 8 cup and 
the Party 12 cup models. 

Price: Coronet 8-cup model $6.95 
complete. — Electrical Merchandis- 
mo, February, 1938 


v 


SPOTRAY Lamps 


Mitchell Mfg. Co., 1550 Dayton St., 
Chicago, Ill. 


Device: Luminator “Spotray” bed and 
table lamps. 

Selling Features: Convex lens concen- 
trates a compact directed glow ot 
light where it is wanted without 
glare or specular reflection; swivel 
ball joint makes lamp adjustable to 
any desired angle; uses only stand- 
ard 25 watt bulb but controlling 
lens steps up light to produce 100 
watt efficiency. No 1400 bed clamp 
model with handy switch in clamp, 
No 1401 table model is 124 in. high: 
finishes available; lacquered 
bronze, ivory, or chromium plated. 

Prices: Bed clamp model $4.50 in 
bronze or ivory, $5.80 in chrome; 
Table model $5.75 in bronze or 
ivory; $7.30 in chrome. 


SPERTI Sun Lamps 


Science Laboratories Inc., 424 E. 
Fourth St., Cincinnati, Ohio 

Device: 
lamps. 

Selling Features: Table floor 
models with adjustable stands; 
burner is a_ self-contained quartz 
mercury-arc; plugs into any light 
socket; 110 volts, 60 cycles, a.c 
A combination Infra-Red and 
Mercury Quartz floor model is alsv 
available, equipped with a 600 watt 
Infra-Red Ray unit; no special fix 
tures or transformers required. 

Prices: Table model $17.50; Floor 
model for household use, $48.50; 
professional floor model $85; com 
bination Infra-Red and Mercury 
Arc model $89.50 complete. 
Electrical Merchandising, February. 
1938. 


Quartz Mercury-Arc  sun- 


MIRACLE Mixer 


Viracle Products Co., 36 S. State St., 
Chicago, Il. 

Vodel: No. 200. 

Selling Features: Complete with fruit 
juice extractor, beaters, beverage 
mixer, 2 mixing bowls and cord: 
powerful fan-cooled, 3-speed motor, 
a.c. or d.c. can be lifted and used 
anywhere; revolving, ball bearing 
platform; tilt-back arrangement for 
beaters; white heat-proof bowls; 
chrome plated beaters and beverage 
mixer; white enamel finish. Attach- 
ments available at extra cost con- 
sist of a power unit and meat 
grinder; 6-piece vegetable shredder, 
grater and slicer, silver polisher and 
knife sharpener. 

Price: $16.95; attachments: power 
unit, $4.50; meat grinder, $3.00; 
vegetable shredder, $3.50; silver 
polisher, 60¢; knife sharpener, 60¢. 
—Electrical Merchandising, Febru- 
ary, 1938. 
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BLACKSTONE Washers 
Blackstone Mfg. Co., Jamestown 
NY 


Vfodels: K-1, spinner dryer; 30, 31 
32, 33, 34 and R-38 wringer models 
and 3 improved automatic ironers 

Selling Ireatures: Model K-1 Blac! 
stone Whirlwind deluxe 
dryer; bullet-type tubs finished 
side and out with triple-coated whit 
porcelain; other metal parts bonder 
ized; Hydractor washing act 
stainless steel spinner basket; mu 
tiple-drive mechanism; improv 
spinner mounting for quiet, hig! 
speed operation. 

6 wringer-type washers include 
low-cost model to meet competition 
other 5 models feature bullet-typ 
tubs, white porcelain finish; bor 
derized metal parts; new improve 
safety wringers; 4 models hay 
Blackstone Hydractor washing ac- 
tion; 2 have Blackstone’s Econ 
gauge wringing-pressure control.— 

Electrical Merchandising, Februar 

1938. 


K-M Iron 


The Knapp Monarch Co., St. /ow 
Mo. 

Device: K-M Tel-A-Matic iron 

Selling l'eatures; Accurate heat sel 
tor adjusts for any. fabric and tell» 
when iron has reached proper tem 
perature for that fabric; Tel-A-Lit 
in handle glows only when curret! 
is on; patented heating element en” 
bedded in soleplate assures mort 
direct, quicker heat, the manufac- 
turer claims; flexible cord perma 
nently attached to side of iron— 
Electrical Merchandising, Februar) 
1938. 
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like to submit the record of 
To dealers who want what Premier dealers are 
to get their vacuum cleaner doing to show you whether it 
business back on a quality is or not. Premier quality is 
basis...and that means a enabling them to make money. 
profit basis... Premierhasan Premier quality enables you 
interesting offer. to offer price appeals that are 
real bargains! Premier is em- 


Full page in four colors 
featured in the American 
Weekly starting April 24. 


PREMIER PR30 We have a training method barki h 
that will enable you to com- 
in Premier history. You ought 
, In Premier's Special Spring price, price, price” compe- 


to get the story. Write now for 
full details and complete ex- 
planation of our “Training for 
Is it worth while? We would Money” offer. 


Housecleaning Offer 


eM with old cleaner 
Prices slightly higher west if 

of the Rockiés i) 
iron— Get your name listed in 
the American Weekly ad 
and Profit with Premier. 


tition which you find every- 
where today. 


poy. 


S|NG 
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YOU 


can share in 


3,000. 


ASH 


BANNER YEAR FOR ELECTRIC 
HEATER SALES IN 1938 


MANY CHANCES TO WIN CASH AND RECOGNITION 


FOR LETTERS FROM RETAIL SALESMEN OF UTILITIES 
AND DEALERS. Twelve contests— one every month 

S460 through 1938. $100 grand prize plus cash awards 
monthly for letters on “HOW I SELL ELECTRIC 
WATER HEATERS.” 


FOR BEST WINDOW DISPLAYS BY UTILITIES AND 

$750 DEALERS. Twelve awards — $100 first prize — submit 
photograph of display used between January 1st and 
June 30th. Equal chance for all. 


FOR THE BEST NEWSPAPER ADVERTISING CAMPAIGNS 
BY UTILITIES AND DEALERS. Three prizes — $250 — 

sA00 $100 — $50. Any campaign of four or more adver- 
tisements, running between January Ist and July 31st, 
is eligible. 


AND A NATIONAL CUP FOR OPERATING UTILITY 
$ COMPANIES. This award is for the best all-around 
' water heater job in 1938. Contest closes December 


31st, 1938. 


FOR TECHNICAL PAPERS BY UTILITY EXECUTIVES 
AND ENGINEERS. Subjects: “Advisability of Com- 
$| 000 petitive Water Heater Rate and Advantages of 
| Water Heater Load.” Closes May 1st. Two prizes 
of $500 each. 


GET YOUR SHARE OF THE PRIZE MONEY. All operating 
utilities and local Modern Kitchen Bureaus have re- 
ceived detailed information and rules for all five con- 
tests. Ask about them ... or write to 


National Electric Water Heating Council 


THE MODERN KITCHEN BUREAU 


420 Lexington Avenue «+ New York, N. Y. 
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BRIGGS Refrigerators 


Johnson Motors, Refrigeration Div., 


Galesburg, Ill. 


Models: BGS-4, BGS-6, BGT-6 and 
BGT-8. 


Selling Features: In “six” and 


“eight” models top shelf is made 
with an offset which can be re- 
versed to give additional space 
under freezing compartment for 
frozen storage, on second shelf for 
bulky storage; new single cylinder 
Johnson evaporator with flat 
spiraled tubing, heavily tinned—no 
shell—provides larger capacity for 
quick-freezing. Ice trays directly 
contact tubing; temperature control 
has 9 freezing position plus “vaca- 
tion” and “defrost”; automatic in- 
terior light; DeL uxe accessory kits 
available for the “six” and “eight” 

models include 2 food file baskets, 

2 shelf adaptors for food files, two 
4x4 glass left-over dishes with 
covers; two 4x8 glass utility dishes 
with covers; 1 glass butter dish 
with cover, one 2-qt. water bottle, 1 
Porcelain hydrator pan. BGT-6 
same as BGS-6 except it has twin 
cylinder unit for heavy service. 


Prices: BGS-4, $99.50; BGS-6, 


$139.50; BGT-6, $149.50 and BGT- 
8, $179.50.— Electrical Merchandis- 
ing, February, 1938. 


HOTPOINT Ranges 


Edison General Electric Appliance 
Co., 5600 W. Taylor St., Chicago, Ill. 


Models: Royal models: New Manor, 


Embassy, De Luxe: 


Salisbury, 
Sherwood, Lancaster. 


Selling Features: All models include 


one new Super-Speed 1300-watt 
utility size, Select-A-Speed Calrod 
unit with 5-heat switch giving a low 
of only 80 watts; easy removable 
pans for all Calrod units; new 3- 
heat surface unit switches; battle- 
ship 1-piece construction; porcelain 
or calgloss enamel interior; con- 
venient toe space; concealed drip or 
crumb tray; streamlined hardware; 
concealed door spring and catch 
with broiling stop; counter-balanced 
oven door; matched design for all- 
electric kitchens ; super-speed broiler 
unit in all Royal and De Luxe 
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models; oven shelf supports em. 
bossed into oven lining, lock stop 
prevents shelves from being  with- 

drawn too far from oven; 1-piece 
seamless porcelain oven lining; pre- 
cision thermostat gives accurate av- 
tomatic oven temperature control 
smokeless broiler rack. 

1-piece Monotop and back splasher; 
6 qt. thrift cooker; backsplasher 
contains pilot light, simmer connec- 
tion, oven vent, and appliance re. 
ceptacle. 

New Manor equipped with 2 full 
automatic ovens, blue porcelain en 
ameled interior; each oven equipped 
with aluminum Broil-or-Grid wit 

smokeless broiler rack; pilot light 
for each oven; improved oven tem- 
perature control; large utility draw- 
er; Monel Metal top; new Tele. 
chron timer and modernistic cook- 
ing top lamp available at extra cost 
Embassy equipped with one oven 
separate waist-high compartment 
with super speed Calrod heating 
unit and porcelain enamel tray wit 
porcelain rack; door drops to serve 
as shelf; warming compartment 
with 750 watt unit controlled by 
thermostat; 1 large utility drawer 
Monel Metal Top; Timer, lamp and 
condiment jars available at addi- 
tional cost. Sailsbury, equipped wit! 
oven, 2 large utility drawers and a 
warming compartment with 75 
watt unit; Timer, lamp with cond 
ment jars are included as standar? 
equipment. 

Sherwood, is similar to Salisbury 

except that timer, lamp and condi- 

ment jars are not included as stand 
ard equipment. 

Lancaster, equipped with large over 
and one large utility drawer, timer 
and lamp available at additional 
cost. — Electrical Merchandising 


February, 1938. 
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SUPERFLEX Oil Burning 
Refrigerator 


Perfection Stove Co., Inc., 
Cleveland, O. 


Model: New model K 1600 oil burn- 


ing refrigerator. 


Telling Features: 6 cu.ft. capacity; 


new design, with same refrigeration 
principle as other Superflex re- 
frigerators with super- condens¢* 
tank concealed in white cabinet 
refrigerant in condenser is cooled 
by air and water without run 
ning water—burners are kept 
lighted only 2 hours in 24 continu 
ous refrigeration; burner compart 
ment is at rear of cabinet; access t 
burners is through hinged drop door 
at front; burners are mounted of 
slide which swings forward {ot 
lighting; 3 standard size and | & 
tra large ice cube tray wit (4 
pacity of 107 cubes; trays are ™ 
single compartment with hingté 
drop door; 3 models with burner 
compartment at side and concens¢t 
tank on top with 5, 6.8 and 8.3 cu 
ft. capacities are continued at nev 
low prices.—Electrical Merch indis- 
ing, February, 1938. 
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‘PROSPECT HAS CHILDREN, DULUX WILL HELP 


+ S. PAT. OFF. 


YOU SELL REFRIGERATORS FASTER 
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g IS So the fact that a refrigerator 
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snowy whiteness without chipping or cracking. 


ae OMEN appreciate, too, the whiter whiteness of DULUX—and the fact 
lex Bt that DULUX stays whiter. The ease of cleaning DULUX is another 
pare reason for its tremendous popularity. 
; cooled Cash in on these plus qualities of DULUX! Feature this outstanding finish 


in your selling. Point out the DULUX seal and tell your prospects what it 
stands for—a finish that offers extra value. And you'll find that DULUX 
will help you get those names on the dotted line! E. I. du Pont de Nemours 
& Co., Inc., Finishes Division, Wilmington, Delaware. 


DULUX 
FINISH 7 


| at new 


rchandis- REG U S PAT. OFF 
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‘th AT'S the way one vacuum cleaner manufacturer put 
it. Our engineers had just designed a highly satisfactory 
motor for his new model and, in the course of their work, 
suggested several refinements in the vacuum cleaner itself. 
We appreciate the manufacturer’s praise — particularly 
since the service we rendered was not an unusual one for us. 


Working with vacuum-cleaner manufacturers on their 
motor problems is our specialized business—has been since 
1915. Over the years since then many vacuum cleaner 
manufacturers have learned that, when they come to us, 
they get what they want when they want it. There are no 
branch offices, interdepartmental barriers or other red 
tape to wade through. The men who run our business are 
long-experienced vacuum cleaner motor engineers who 
work directly with the vacuum cleaner manufacturer, 
tackle the motor designing job immediately, get it done 
quickly, get it done right. 


And our plant facilities are extensive enough and flexible 
enough to reduce to a minimum the time between approval 
of the motor design and delivery of the finished motors— 
in quantity—from our production line. 


The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of manu- 
facturers who may be interested in the application of 
universal motors to the improvement of their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 
of Universal Motors 
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MIRACLE Toaster 


Miracle Products Co., 36 S. State St., 
Chicago, Ill. 


Device: Miracle silent, automatic 2 
slice toaster. 

Selling Features: Thermostatically 
controlled, no levers to push, no 
clock movement—dial is set for de- 
gree of toasting wanted; stream- 
lined, finished in chrome with Bake- 
lite base; a.c. or d.c.; removable 
bread crumb tray. 

Hostess ensemble also available 
with Miracle toaster and a grained 
walnut or mahogany tray 16x24 in. 
with two 2-compartment relish 
dishes, 4 individual serving plates 
and a slicing board. 

Prices: Toaster, $11.85; Hostess en- 
semble, $16.95.—Electrical Merchan- 
dising, February, 1938. 


G-E Kitchen Timer 


General Electric Co., Appliance and 
Merchandising Dpt., Bridgeport, Conn. 
Device: Kitchen timer. 

Selling Features: For use in kitchen, 
doctor or dentists office, hospitals, 
photo studios and similar locations 
where accuracy is desired; alarm 
knob is turned until red pointer in- 
dicates desired interval up to 33 
hrs.; available in black or ivory 
plastics case.—Electrical Merchan- 
dising, February. 1938. 


HOTPOINT Washer 
Edison General Electric Co., 5600 W. 
Taylor St., Chicago, Ill. 
Models: Pilgrim De Luxe, Patriot 
spinner-dryer, Puritan. 
Selling Features: Pilgrim De Luxe 
wringer type washer; 8 lbs capac- 


ity; special heavy-duty Ove 
wringer, 2} in. rolls; pressure re. 
lease bar full length of wringer 
bullet-shaped tub white porcela 
enamel inside and out; skirt ani fF 
legs white baked enamel ; aluminum ff 
wringer frame. 

Patriot, 8 lbs. capacity; spin haske 
holds full washer tub load; whi 
baked Calgloss enamel outside, por 
celain enamel inside. 

Puritan 9 lbs. capacity; aluminu 
Lovell deluxe wringer, instant pus! 
pull safety pressure release har 

center of wringer frame; automat 
roll stop; white lacquer skirt wit 


decorative cadmium band. 
All models equipped with new type 
aluminum alloy Thriftivator, 


high which creates continuous wash- fe & 
ing cycle; friction-drive, impeller 
type pump; mechanism with only ig 
moving parts; 2 hp. GE “cus 
ioned-power” motor. — Electrica 
Merchandising, February, 1938. 


NICHOLL Velvet Shaver 


Nicholl, Inc., 766 East 12th St. 
Los Angeles, Calif. 


Selling Features: V-shape cutting 
head—one side for shaving tough 
beards fast and close, the other side 
for light shaves on tender skins; 
precision made; ivory, black or ma- 
hogany case. 

Price: $17.50—Electrical Merchandw- 
ing, February, 1938. 


McKAY Fan 


Lydon-Bricher Mfg. Co., 2500 Une 
versity Ave., St. Paul, Mum 


Device: 1938 Model, with 8-inch pro Cc 
peller blade and folding base. Mat 
with 6-volt, 12-volt and 32-volt d es 
motors and 110-volt a.c. motor. ve 


Selling Features: Patented squat 
base folds up into compact spac 
and fan fits into duveteen bag tur 
nished with each fan. Packs ¢a*! 
in suitcase or bag. 

Fan hangs on wall, head of bed, 
open window; stands on desk 
table and will blow straight up 
desired; 3 soft rubber feet preve™ 
creeping; Light, compact, 
smooth running, quiet motor, & 
livers large volume of air in col 
centrated stream; has many -pec'4 
uses in home, trailer, camp or cabil 
and for traveling salesmen ; 
and brown finish. 


Price: 6-volt d.c. $3.95; 12-vo't an 


32-volt d.c. $4.95; 110-volt ac. $475 A 
—Electrical Merchandising, Febru ‘ 
ary, 1938. is 
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CONCENTRATOR GAS AND ELECTRIC RANGES 
... Advanced styling plus many special con- 
venience features. 


AUTOBUILT WASHERS and DUOTROL IRONERS 
...America’s first fully styled home laundry line. 
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A 64-page volume on appliance selling and promo- 
tion. Describes a complete plan of store operation. No 
matter what products you sell, this book will show you 
how to make more money in the appliance business. 


NORGE DIVISION Borg-Warner Corporation, ' 
650 East Woodbridge Street, Detroit, Michigan ; 

I would like to receive a copy of your new book for appli- \ 
ance dealers. ; 
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As URE SIGN OF SUCCEsc | 
THE UPPLIANGE BUSINES. | 
SIGN of BETTER PRODUCcTs Norge leads apai,, with new, 
| ae line Of home *PPliance, that are the 8leatese i, Norge history, Products 
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Soap. ..50% up to 90% 
S AVES Fabrics . 30% to 50% longer life 
Time . . . up to 4 on washing day 
@ A smash hit... at the National House 
Furnishings Show in Chicago. This 
amazing water refiner provides perfectly 
conditioned water for home laundering. 
Filters out dirt... extracts “hardening” 
minerals common to all natural waters 
..-€liminates non-rinsable scum. saves 
soap, fabrics and time. Engineered espe- 
cially for Horton Washers. Operates at 
faucet speed. Highly refined water can- 
not injure finest fabric or most delicate 
skin. Gives Horton Washer owner delight 
and economy of perfect home laundering. 
The Economizer—exclusively Horton— 
retails for only $15.00—puts a big new profit into washer sales. 
Get the whole story now, while it’s hottest. Write 


HORTON MANUFACTURING COMPANY 
202 Osage St., Fort Wayne, ind. 


~ 


In Heating Element 
Alloys —for 1938 


B. DRIVER CO. 


NEWARK, NEW JERSEY 
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SPEED QUEEN Washers 


Barlow & Seelig Mfg. Co., 
Ripon, Wis. 

Models: A, B, F, Q, M, BX and FX. 

Selling Features: Model A equipped 
with lifetime Monel tub; improved 
streamline design; new super-duty 
safety-roll wringer; super speed 
tangle-proof agitator; double wall 
construction; oversize bowl-shaped 
tub; Arc-Cuate drive transmission, 
Model B, white porcelain tub; 
Model F, green porcelain tub. 
Model Q bullet shaped white porce- 
lain tub; single wall construction; 
safety release wringer; submerged 
type aluminum agitator; 2% in. bal- 
loon rolls. 
Model M conventional single wall 
tub, standard size; 2 in. balloon 
rolls; 2-tone finish. 
Model BX same as model B except 
equipped with Briggs and Stratton 
4-cycle gasoline engine. 
Model FX same as model F except 
equipped with Briggs & Stratton 
4-cycle gasoline engine. 
Both gasoline engine models are 
available with Briggs & Stratton 
Start-Charger. — Electrical Mer- 
chandising, February, 1938. 


v 


SPEED QUEEN Ironers 


Barlow & Seelig Mfg. Co., 
Ripon, Wis. 
Models: AY, BY, FY, OY and MY. 
Selling Features: AY deluxe “stream- 
line cabinet table top model with 
oversize 7 in. roll; dual thermostat 
control; 2 end tables; automatic 
knee control; white finish, black 
trim. 
BY same as AY without cabinet 
table top. 
FY popular priced cabinet table top 
model with automatic knee control, 
dual thermostat heat control and 
standard 6 in. roll. 
OY, same as FY without cabinet 
top. 
MY open type model with foot con- 
trol; standard 6 in. roll with both 
ends open; white with black trim. 
Merchandising, February, 
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EMERSON Fans 


The Emerson Electric Mfg. Co., 
St. Louis, Mo. 


Models: No. 77646-AD floor model; 
Nos. 5460-C and 5250-D Silver 
Swan table fans; No. 58648 venti- 
lator. 

Selling Features: No. 77646-AD 12- 
in. adjustable floor stand model 
equipped with 12 in. Emerson over- 
lapping blade oscillator; mahogany 
lacquer finish with polished alumi- 
num blades; 3-speed sliding switch 
located in base; stand is adjustable 
from 3 ft. 3 in. to 4 ft. 9 in. 

No. 5460-C, 12 in. and No. 5250-D 
10 in. oscillating a.c. models have 
been added to the Silver Swan 
line which includes in addition to 
the above a 10 in. oscillator “Im- 
perial” and a 12 in. oscillator on 
an adjustable floor stand. 

No. 58648, 16 in. ventilator for 
retail stores, shops, etc., equipped 
with new style mounting ring for 
easy installation; operates at 1550 
r.p.m.; exhausts 1600 cfm; 4-blade 
Parker design; fully enclosed ca- 
pacitor motor; Emerson automatic 
outside shutters can be used with 
this fan. 

Prices: No. 77646-AD, $36.45; No. 
5460-C, $34.95, No. 5250-D, $18.95; 
No. 58648, $28.—Electrical Merch- 
andising, February, 1938. 


G-E Milk Coolers 


General Electric Co., Commercial Re- 

frigeration Section Specialty Appli- 

ance Sales Div., Nela Park, Cleve- 

land, O. 

Models; Self-contained milk coolers. 

Selling Features: Equipped with deck 
mounted G-E “Scotch Giant” re- 
frigerating units; complete line 
ranges from 2-can to 10-can sizes 
in wet storage models; in dry stor- 
age models 4-can and 6-can sizes 
are available; in addition there is 
milk cooling equipment designed for 
remote installation of a G-E 
“Scotch Giant” unit; “Walk-in” 
coolers for bulk milk, bottled milk, 
meat fruit, vegetables or general 
storage are also available in a com- 
plete range of sizes to aid the 
farmer.—Electrical Merchandising, 
February, 1938. 
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HOTPOINT Ironer 
Edison General Electric Co., 5600 W. 
Taylor St., Chicago, Ill. 


Model: Automatic Priscilla rotary 


iron. 

Selling Features: Large floating 26 
in roll; roll moves to shoe, special 
long :-life element provides adequate 
heat over entire shoe surface; fully 
enclosed motor; console type table 
with concealed casters; rubber 
cushion knee control; emergency 
safety release under ironing table; 
convenient folding shelf 114x12 in. 
at left white finish with black 
lacquer toe-board.—Electrical Mer- 
chandising, February, 1938. 
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HANDYHOT Weffler & Grill 


Chicago Electric Mfg. Co., 6333 W. 
65th St., Chicago, IIl. 


Device: No. 4700-H “Matchless” 
combination waffler and grill. 

Selling Features: Smooth flat grill 
plates provided to accommodate 2 
full size sandwiches; fries, grills, 
makes pancakes, etc.; lever con- 
cealed in front lift handle acts as 
supporting leg for top; drip cut; 
aluminum waffle grids replace grill 
plates; heat indicator in top; ex- 
pansion hinges for thick or thin 
sandwiches; walnut side rails and 
front handle; 110-120 volts a.c. or 
dc., 600 watts—Electrical Merch- 
andising, February, 1938. 


HORTON EconoMIZER 


Horton Mfg. Co., Fort Wayne, Indiana 
Device: Zeolite water softener. 


Selling Features: Attaches as optional 
equipment to any Horton washer; 
Provides filtered, soft water at faucet 
speed, removing hardening minerals ; 
cylindrical metal case 54 in. diam., 
13 in. high with detachable aluminum 
lid, contains a Hi-Flow Zeolite ele- 
ment in replaceable cartridge form; 
Water is conveyed through this de- 
vice directly from hot or cold faucet; 
regenerating is accomplished by re- 
Moving top, pouring in 2 cups of 
table salt and flushing it through.— 
i ical Merchandising, February, 


ELECTRICAL MERCHANDISING—FEBRUARY, 


/ 

ed The electrical appliance dealer knows 
there is as much difference as night and day 
between selling an all-porcelain-enameled 
appliance and one which carries an organic 
(paint, lacquer and so-called “baked enamel”) 
finish. In porcelain there is high profit—cus- 
tomer satisfaction—repeat sales. Because of 
porcelain enamel's inherent native qualities: 
cleanliness, durability and everlasting beauty. 


tently uniform—endlessly durable— 
‘Ask your manufacturer if. 
appliance is finished with LUSTERL 
“enomels Remembers more LUS 
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NICHOLL 


Ex 


America’s Finest 


IN THESE AND MORE... 


&y 
Alse in 96 NEWSPAPERS! 


Nicholl! VELVET SHAVER has already started its 
greatest campaign ...an advertising force that assures 
faster turnover and greater profits, your customers know 
this “keen judgment” story of VELVET; they know 
that every VELVET SHAVER is precision made—tailor- 
made to meet all shaving needs... that VELVET 
SHAVER contains the finest materials available .. . chat 
VELVET gives a quicker—closer—shave and its patented 
V-shape head eliminates danger of irritation. 


Take advantage of this huge pre-sold market—of the 
greater dealer profits offered by VELVET SHAVER- 
as high as 40% on the purchase of six; be sure 
have a good supply of Nicholl VELVET SHAVERS. 
Display them in windows—on counters. Feature them 
in your own local ad g- For satisfied « 
~ for greater profits—for a leader to other sales— push 
VELVET SHAVER.. .the pesfeceed shaver that 


people with “keen judg: 


“are ch 
THREE DISTINCTIVE COLORS 
IVORY BLACK MAHOGANY 


1938 
PRICE SCHEDULE! 
Units 1 or 2 .... 31% Margin 
Units 3, 4 or 5 . . 35% Margin 
Units 6 or more . 40% Margin 


Retail Selling Price . $7750 


U.S. A. SALES REPRESENTATIVES 
Daugherty & Kruse . . . 2948 E. 30th St., Kansas City, Me. 
Dowd’: Merchandisers, Inc. 88 Broad St., Besten, Mass. 
R. FP. Edmonsion . 3617 Forest Park Ave., Baltimore, Md. 
Pitzpatrich, 1088 Rosewood Drive N. E., Atlanta, Ga. 
EB ... 250 4th Ave, New York, 


Kenneth E. Luger 173 Gh d Ave, M lis, Minn. 
T. J. Riley & Auociate 546 Book Bidg., Detroit Mich. 
J. & Muniet, Jr. - 1005 Caromdelet St, New Orleans, La. 


D. BE Sanford Co. . 656 Se. Los Angeles St., Los Angeles, Cal. 
D. B Sanford Co. . 837 Howard St., San Francisco, Cal. 
D. E. Sanford Co. - Terminal Sales Bidg., Seattle, Wash. 
Lewis H. Scurlock, Jr. . 1477 Merchandise Mart, Chicago, LL 
J. A. Comrey . . . 202 E. Stockton Ave., N. S. Pittsburgh, Pa. 


CANADA 


The Goldsmith's Co. of Canada, Lid. . 120 Wellington Street, 
Wet Toronto, Canada 


NICHOLL, INC. 


Dept. E + 766 East 12th St., Los Angeles, Calif. 
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—The Product Parade— 


KISCO Cool-Circle-Ator Table 


Kisco Co., Inc., 4414 W. Papin St., 
St. Louis, Mo. 
Device: Combination fan and table 


for living room, office, restaurants. 
Selling Features: Specially designed 
and arranged blades draw cool air 
from floor and recirculates it around 
room; removable table top can be 
used as serving tray; fan enclosed in 
ornamental grille; brown and ivory 
finish ; 4 models available. 
Price: $32.50 up.—Electrical 
chandising, February, 1938. 


Mer- 


4 


PRIME Fence Controllers 


The Prime Mfg. Co., 1669 S. First St., 
Milwaukee, Wis. 

Models: A. C. and battery fence con- 

trollers. 


Selling Features: Built to achieve safe 
use of a.c. and effective use of bat- 
tery current through control of 

| voltage, amperage and timing of 

the shock on the fence wire; Prime 

Moto- Chopper performs the “make 

and break” with split-second tim- 

ing; this timing plus Safety Trans- 
former with circuit breaker makes 

a.c. current safe for fencing, the 

manufacture claims; single fence 

wire only required with these new 
controllers.—Electrical Merchandis- 

ing, February, 1938. 


SUN-GLO Broilette 


Koral Mfg. Co., 151 Chambers St., 
New York City 


Device: No. 1500 and 1502 Broilette. 
Selling Features: 
boils; No. 1500 single heat equipped 
with 1000 watt element, 115 volts; 
No. 1502 2-heat model, 1000 watts 
high, 200 watts low; chromium fin- 
ish; Bakelite legs; “Ever Cool” 
handles ; 84 in. high, 114 in. diam. 
Price: No. 1500 single heat $6.95; 
No. 1502 2-heats $7.95; Also avail- 
able in copper at $2.00 additional.— 


| 1938. 
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21-piece Mandaria Tricerne BRIDGE SET, $5 AS 
and PROCTOR Fully Automatic Toaster, Reg. $14.50 


COMBINATION 


| 


$4595 


Intriguing—this combination of a novel, | 
colorful Bridge Set by Salem China Co. 
and the popular Proctor fully automatic 
Toaster—a sure-fire seller at only $15.95 
for BOTH. You make your regular profit. 
Display and Leaflets FREE. Order NOW! 
Specify Deal No. 1436G. 


PROCTOR ELECTRIC COMPANY, Philadelphia, Pa. 


PROCTOR 


ROAST-OR-GRILLE 
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GE Unit Kitchen 


Electric Co., Nela Park, 
Cleveland, O 

Vodel: Improved unit kitchens. 

Selling Features: Baked glyptal fin- 
ish over bonderized metal: in addi- 
tion to standard sections of top 
storage cabinets molding strips, wall 
panels and base units for appliances 
or drawers, new 1938 units include 
a complete 12 in. section for greater 
flexibility, top storage cabinets to 
fit above all sizes refrigerators; 
full-height broom cabinet and utensil 
cabinet ; accessories for closed corner 
section treatment; automatic interior 
lighting of top storage cabinets ; posi- 
tive spring-action doors; light strips 
and outlets; black acid-resistant 
porcelain work surface; work tops 
for local linoleum installation; silent 
sliding drawers; chrome trim and 
hardware. — Electrical Merchandis- 
ing, February, 1938. 


APEX Washer 


Apex Rotarex Corp., Cleveland, Ohio 
Model: Model 220 Spin Dry. 
Selling Features: Built with an over- 
size dome-shaped tub; 18 gal. ca- 
pacity; wash board sides; patented 
quick drain bottom; white vitreous 
enamel finish; removable spin dryer 
basket damp dries tubful of clothes 
in 2 min., the manufacturers claim; 
high center cone of basket distributes 
weight of clothes evenly, eliminating 
vibration; basket lid cannot open 
when dryer is in motion; 12 in. Apex 
double dasher; white finish with 
platinum grey trim. 

Price: $109.95.—Electrical Merchan- 
dising, February, 1938. 


G-E Heater 


Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 

‘evice: “Arizona” portable, radiant con- 
Yection type heater. 

tlling "eatures: Semi-circular style ; pol- 
ished reflector; dark brown wrinkle 
finish ; nickel-chromium wire unit, 1320 
Watts, 115-120 volts; 18 in. high. 

nice: $8.95.—Electrical Merchandising, 
Febrvary, 1938. 
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LOST CORD 


(IT HAD CORDITIS*) 


Runs Up a Bill 


—with the Dealer. It handicaps his future sales. It wastes 
his profits in costly service calls. 


—with the User. While his appliance is out of service, 
he’s losing money on his investment and wasting money on 


makeshift substitutes. 


—with the Power Company. An appliance that’s out 
of service doesn’t use electricity. Total load loss for this rea- 
son runs into large sums annually. 


—with the Manufacturer. Besides actually slowing his 
production, Corditis-afflicted cords give his products a black 
eye wherever they go. 


—That’s why Belden Electrical Cords are Corditis-free. 
They eliminate the “Lost Cord Bills.”” That’s why Belden 
Electrical Cords have nationwide acceptance through con- 
stant Belden advertising in Saturday Evening Post, Good 
Housekeeping, and Time. 


And that’s why up-to-date manufacturers and dealers 

specify Belden 100%. 

*€ 0 Q D | T | S —a dangerous disease of electrical cords; the 
symptoms are frayed wire and broken plugs. It 
causes severe mental irritation and violent ner- 
vous disorders among electrical appliance users. 


Prevented by 
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What single potential represents the greatest op- 


portunity for better, bigger business in the elec- 


trical appliance industry in 1938? 
The answer is HOME MODERNIZATION! 


New residential construction may or may not 
lag, but as long as people have money to spend 
(and they have) and the desire for better, easier, 
cheaper ways to keep house, electrical moderni- 


zation will continue to accelerate. 


ELECTRICAL MERCHANDISING 
offers a timely, effective sell- 
ing Program for 1938, building 
on its successful 1937 “Eleetri- 
eal Home” Issue... to speed 
sales and reduce sales costs... 
Basie idea: “There’s Economy 
as Well as Luxury in Modern- 
izing Electrically.”. . . Motive 
power behind the Program: 


The April Issue of ELECTRICAL 
MERCHANDISING. 


But impetus must be given the movement. The 
ancient arguments about “doing ‘it electrically”, 


no longer have punch. And ELECTRICAL’ | 


MERCHANDISING will provide that impetus with 
its Electrical Home Modernizing Program, center- 
ing in the big April Issue! 

In April, ELECTRICAL MERCHANDISING 
advances the “Electrical Home” theme inaugu- 
rated so successfully last May... ties it in with a 
fundamentally new and timely selling idea. 


That idea is this... 


IN MODERNIZING ELECTRICALLY: °’ 
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SELLING COSTS! 


| In the striving for “streamlining” and better “pack- | by ELECTRICAL MERCHANDISING with the aid of 
” aging” of its wares, the electrical appliance industry § America’s leading home economists. These practical, 
I- has never developed fully the highly important fact impartial figures, supported by colorful illustrations, 
that household electrical appliances are economy as _ provide the Trade with new, timely sales-clinching 
is well as luxury goods. That fundamental is more im- _ evidence. 
i- portant today than ever! Last May’s “Electrical Home” Issue proved how 
a Inthe April“Home Modernizing” Issue, distributors, dealers, light & power companies, archi- 
: ELECTRICAL MERCHANDISING will not overlook tects and builders can capitalize this innovation . . . 
oe he “loxury packages” of present day electrical mer- thousands of dealers are still selling from and around 
chandise, but what is more important, it will show why this May Issue. They will be quick to seize upon and 
4 and where there i is economy in modernizing the home _ use this new, even more effective sales tool. 
= with these *luxur A American appliances. The April “Home Modernizing” Issue builds upon 
e The biz April, Issue will present this convincing that success . . . insures advertisers still greater, more 


economy message in a “luxury package” that will pro- 

vide the (atility, distribator and retailer with the most 

as well ax the most workable, useful sales 
builder they. shave ever known! 

Tt will give the fetailer and. his merchandise the 

“luxury “background” he has, always wanted (but 

couldn’t ‘always afford) complete, edmprehensive 

of electrical homekeeping. cooking, refrigera~ 

@tion, laundering, cleaning, lighting, heating and air” 


beautiful background for their sales messages. Al- 
ready, many have reserved space and are planning 
to use the big book to spearhead their spring-summer 
promotions. 

Here is the manufacturers’ golden opportunity to 
stimulate selling, cut sales costs, and capitalize the 
most timely, powerful Program ever offered the elec- 

.. trical appliance industry, 


. . all told in conéise, convincing: 


er- Throughout the four major Sections of ae Book ine 
luxury and economy of modern electrical homekeep- 
NG will be backed by factual proof,— data 


< 


to be a year guide for 


A buyers,—a forceful sales manual for sellers! 

; More beautiful and impressive than last year’s 
254-page book. In colors throughout. Special flat 
binding. Editorial and advertising grouped for 


L Cc T i Cc A L greatest effectiveness in four classifications: (1) 
. 9 THE KITCHEN (2) THE LAUNDRY (3) AIR 
 IMERCHANDISING 


CONDITIONING AND HEATING (4) GENERAL 
A McGraw-Hill Publication 


HOME ELECTRIFICATION. 
30,100 GUARANTEED CIRCULATION! Extra 
330 WEST 42nd STREET, NEW YORK CITY 
» Ease ABP 


copies sold in bulk to light & power companies 
and others constitutes a big “plus” coverage for 


advertisers. Reserve your space now. 
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1938 


SUPER SERIES. 


Standarw 


ELECTRIC 
RANGES 


With new improved 
KALMAX Burners 
and the EVEN-OVEN 


@ Brilliantly modern styling . . . 
one-piece top with rounded 
corners . . . one-piece lighted 
oven with recessed burners . . . 
fully automatic. New improved 


KALMAX surface burners, and 
the high-efficiency EVEN-OVEN. 
The finest ranges in Standard’s 
long history. 


CAPITAN (No. 1540) 


Typical of the ten new Super Series Standards for 
1938 Standard originated all modern electric 
oking features 


COAL- WOOD -ELECTRIC (No.1445CE) | 


hard-to-heat kitchen. A 
ete range with soft si or wood burn 
*] to take off the Has al! Stand 

rd vantages plus this added convenience 


@ Distributors and dealers are invited 
to write for information on new 1938 


Super Series Standard ranges and 
water heaters . . . of use coupon below. 
| 


@ The Standard Authorized Dealer or 
Distributor franchise gives you im- 
portant special advantages. 


STANDARD ELECTRIC MFG. CORP. M35 | 
Toledo, Ohio 


Please send information on following 
Super Series Standards for 1938 

Standard Water Heaters 

C) Authorized Dealer Franchise 

Authorized Distributor Franchise 
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The Range Arrives 


oes CONTINUED FROM PAGE 48 


servations are significant. In its early 
history, the automatic refrigerator was 
faced with the discouraging fact, that 
only half of American families used 
any sort of refrigeration. Today, 
when the electric range is ripe for 
large scale promotion, practically all 
families cook. The job is to change 
the type of fuel which they use in their 
cooking, 

Six major appeals have resulted in 
the sale of millions of automatic re- 
frigerators—the appeals of cleanliness, 
pride of ownership, the creative urge, 
health, economy and convenience. The 
range offers same six 
appeals, plus a number of additional 


electric these 


| appeals such as coolness, safety, bet- 


ter taste, the release of time and soci- 
ological factors. Furthermore, while 
in the early days of high-priced auto- 
matic refrigeration, the competition 
was with low-priced ice boxes, the 
prices of electric and gas ranges today 
are closer together. 

The electric range industry can 
well take one leaf from the sales suc- 
cess of the automatic refrigerator in- 
dustry, which did its expensive, but 
worth-while large-scale promotion 
and advertising in those years when 
retail prices were still relatively high. 
Contrasted with this sensible proce- 
dure is the record of other appliances 
whose sponsors have permitted the 
years of high prices to pass without 
doing the large scale promotion and 
advertising necessary to build high- 
volume, profitable sales. Today many 
of these appliances are selling at such 
low retail prices that the margin for 
large-scale, sales-building promotion 
is almost non-existent. 

The electric range promises to be 
the next great profit opportunity in 
the household appliance business, pro- 
vided certain conditions are met by 
the manufacturers, distributors and 
retailers who sell the product. (1) 
Product development, which will re- 
sult in the future introduction of even 
better ranges if necessary. The re- 
frigeration industry, which each year 
the seemingly impossible and 
further improves its product, illus- 
trates the wisdom of this procedure. 
(2) Vital, tgo, is the establishment 
and maintenance of a price and mar- 
gin structure that will permit retail- 
ers and man-power to be attracted 
to electric range selling and that will 
also provide sufficient funds for the 
sales promotion and advertising nec- 
essary to build large-volume sales. 
(3) The electric range industry should 
agree on one method of electric cook- 
ery and not confuse Mrs. Consumer, 
who will find it hard enough to switch 
from fuel to another without 
being told conflicting stories of elec- 
tric cookery methods. (4) Manufac- 
turers, utilities and dealers will 
well to tackle, community by commun- 
ity, the range-wiring cost situation. 
(5) In doing the vitally necessary 
job of selling Mrs. America on the 
electric range thru advertising and 
sales promotion, emphasis should be 
placed on electric cookery and not on 
the mechanics of electric ranges. 
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Every phase of electrical 
maintenance and repair work 
covered in this new Library 


5 volumes 
of practical 
how-to-do-it 


tly hang 
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information 


Every man concerned with the care and repair of electrical machinery shoul 
have these practical books, with their helpful tables, diagrams, data, meth 
and kinks. Every one of the five volumes is jammed to the covers with sour 
how-to-do-it information—the kind you have to have when anything g 
wrong. Liberal use has been made of practical data and practice in rep 
shops so as to combine the good features of a library of methods with hani 
book information covering these methods. 


d direct 
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ELECTRICAL MAINTENANCH yt 
AND REPAIR LIBRARY 


5 volumes—2042 pages—1721 illustrations 


In these books will be found answers to practically all the repair and windi 
problems that the electrician will meet in actual practice. 

The books discuss direct and alternating current windings—repair shop meth 
for rewinding armatures—commutator connection—the testing of armature winding 
—the testing of induction motors for faults—practical ways of reconnecting inducti 
motors—commutator repairs—correcting brush troubles, etc. 

They tell you how to inspect and repair motor starters and generators—how 
diagnose motor and generator troubles—how to figure new windings for old cor 
on induction motors. 

You learn about three-wire systems, starting rheostats, transformers and startin 
polyphase motors, etc. 

They give you scores of practical methods used by electrical repairmen to 
special problems. 
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New trouble-shooting book now included in Library : 
. tl 
Now, in addition to four well-known practical books on all details of testing R 
connecting, rewinding, installing and maintaining electrical machinery, the Libri tl 
of Electrical Maintenance and Repair includes Stafford’s Troubles of Electra 8 
Equipment, a new book full of helpful maintenance information, special trou b 
shooting charts, explanation of symptoms and causes of machinery troubles, speci s 
remedies, etc. This revised library helps you to know the why as well as the bho fi 
of electrical maintenance and repair work, gives you the ability to handle bigs 
jobs with surety of results. y 
n 
10 Days’ Free Examination—Easy Monthly Payments ! 
You can secure the use of these five great books on electrical repair work ' : 
ten days’ free examination. When you have seen for yourself what these books # 
and how much they can help you, send us your first remittance. The balance 
be paid in monthly installments of $2.00 until the price of the library is paid. 
for the books today. Fill in and mail the Free Examination Coupon. : 
McGRAW-HILL BOOK CoO., Inc., 330 W. 42nd St., New York 
Send me the Electrical Maintenance and Repair Library (5 vols.), postpaid, f , 


days’ free examination. Within 10 days of receipt I will send $1.00, and $2.00 moth! 
until $15.00 is paid, or return the books postpaid. 


(Books sent on approval in U. S. and Canada only.) 


FEBRUARY, 1938—ELECTRICAL MERCHAND|)SINS 


U1 
MANDIES 
rubbe 
nished 
TR 
and 32 
tor. 
$ ». 8-inc 
| 
| 
4 
| 
| 
| 
| 
ia 
‘ 
| 
4 
\ 


ery shoul 
ith sour 
hing g 
in repa 
vith hand 


NCI 


id windin 


op methe 
e windir 
g inducti 


rs—how 
r old cor 


nd startin 


en to 


brary 


of testing 
he Libr 

Electr 

ial trouble 
les, specitd 
as the hor 
ndle bigze 


yments 
r work? 
4 books an 
alance m@ 
paid. Se 


y York 


,EM 2-3 


1D i SING 


aoy 


and 


UTILITY 
| 


tly hangs, stands or 
ds where needed. 


mmer and winter— 
oving kitchen odors, ventilating rooms, 
culating cool or warm air, drying hair, etc. 

rubber feet prevent creeping. Folds com- 
tly, carries easily in suitcase. Duveteen bag 
nished with each fan. 


DR TRAILERS, CABINS, RESORTS, 
RM HOMES—Made with 6 volt (at $3.95) 


special uses, 


32 volt D.C. motors (at $4.95). 


G CAPACITY—Smooth, quiet, powerful 
tor. Delivers more air than average 10-inch 
. 8-inch propeller-type blade concentrates 
d directs air delivery where wanted. Tested and proved for over a year. 
DBBERS—DEALERS— The McKay Utility Fan will give you volume sales 


dworth-while profits. Makes an instant hit. Send sample order or write at 
ce for full information to 


Quality ata 
Popular Price 


$475 


For 110-Volt 
A.C. Motor 


YDON-BRICHER MFG. CO. 


Manufacturers of Electric Fans and Motors since 1933 
492 UNIVERSITY AVENUE 


ST. PAUL, MINNESOTA 


REFRIGERATOR DISTRIBUTORS AND 
DEALERS FOR PROSPEROUS RURAL MARKET 


@ Are you covering all your 
prospects? Extra profit without 
additional overhead awaits you in 
the rural homes of your territory. 
Rural residents are now enjoying 
the benefits of their third succes- 
sive year of high income. They are 
buying increasing thousands of 
SUPERFEX Oil Burning Re- 
frigerators each year. 

With SUPERFEX, you can get 
your share of this profitable busi- 
ness now. For the SUPERFEX 
burns oil... operates anywhere 

. offers advantages which are 
easy to demonstrate. 


Proved Performance 


@ More than any other refriger- 
ator, SUPERFEX meets rural 
kitchen requirements of low fuel 
cost, and dependable performance 
at a price which enables the pur- 
chaser to pay off his investment 
from savings. SUPERFEX burners 
operating only two hours daily 
produce ice cubes and continuous 
cold. Burners shut off automati- 
cally. No connections to make . . . 


PERFECTION STOVE COMPANY 


7950-A Platt Avenue, Cleveland, Ohio 
WORLD'S LARGEST MAKER OF OIL BURNING APPLIANCES 


no moving parts to wear and cause 
expensive servicing. 

Choice of four beautiful models. 
Ten year record of successful per- 
formance in this country and in 
the most remote corners of the 
world. Big national advertising 
program of 79,000,000 messages 
just starting. Acceptance estab- 
lished because SUPERFEX car- 
ries the most widely known and 
favorably known name in the 
rural home equipment field... 
Perfection Stove Company. 


New Low Prices 


@ New low price schedule now in 
effect is proving to be an added 
stimulus to SUPERFEX sales. 
Liberal finance plan is available. 
Get started now. The SUPERFEX 
Refrigerator will open up new and 
profitable territory for you. It will 
give you a new source of inter- 
ested, able-to-buy prospects . 

and produce bankable net profits 
for you. Wire or write today for 
details of the SUPERFEX fran- 
chise and merchandising plan. 
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Action Window 


ome CONTINUED FROM PAGE 39 ame 


stroke pushes his tummy upward. 
Over this bessemer rod framework is | 


quilted cotton, to form a_body-like 
appearance under the sheet, and se- 
cured to the tops of uprights “D” 
with slack cord. Or, a large-size flexi- 
ble stuffed doll may be substituted for 
the wooden head and cotton padding. 

Next, the crib is fitted cround and 
firmly attached to the base of the 
mechanism, and quilted cotton fast- 
ened to the side rails of the crib, to 
give the effect of someone in bed, 
when the sheet has been put in place 
and tacked at various points. How- 
ever, be sure to see that the side 
padding does not come in contact 
with the “body.” Also, it will be 
necessary to protect the part of the 
“body” where the ends of “A” and 
“B” project upward—a piece of 
leather cut from the vamp of an old 
shoe, and fastened with flexible wire 
will answer. Every feature of the 
mechanism must be free from un- 
necessary friction. Fasten the wooden 
head to the bessemer rod with two 
loops and wood screws. A display 


motor and reduction gear, which de- | 


livers about 10 r.p.m., will answer 
to turn the wooden disc “E”. If you 
have an Animating Unit, as described 
in November Electrical Merchandis- 
ing, attach the disc to the 8 r.p.m. 
outlet. Bore several holes in disc at 
various distances from the center, and 
try them out to secure the 
result. 

From the flashing device lead three 
circuits. Number one connects the 
fan in the attic, the two side fans and 
the shadow box to the right. 
second one leads to the other shadow- 
box only; this sign should come on 
about two seconds ahead of the motor, 
in order to give the three fans time to 
die down. The third circuit operates 
the motor, and is cut off just after 
circuit number one goes on again. 


AP Flashing Device 


The AP flashing device, shown in 
the accompanying photograph, 
based on the Staley metal-clad mer- 
cury switch, which will continue to 
function after far more rough han- 
dling than it usually receives. Six 
mercury switches are operated by as 
many variable cams which may be 
set to have the current on or off for 
a second, or anything in between. If 
you want the current on, and not off, 
between 50 and 95% of each revolu- 
tion the mercury switch 
turned the other way. 

If you have an Animating Unit, or 
other suitable reduction power source, 
a flasher unit may be assembled by 
purchasing the four parts 
“Flasher Elements,” and adding three 
4-inch cold rolled steel shafts, nuts, 
washers and electrical connections. 
When added to the Animating Unit 
a sprocket wheel on the 2.7 r.p.m. 
shaft, a chain and a sprocket wheel 
on the end of the cam shaft finishes 
the job. 
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THEY BOOST RANGE SALES 


More and more range users are 
becoming familiar with the work- 
manlike, flat black top of Chroma- 
lox units, and with the definite 
advantages in their use. It is 
easier to sell Chromalox-equipped 
ranges to these prospects. All 
range buyers recognize the high 
importance of top units, and react 
favorably to the long list of Chro- 
malox features — their speedy 
cooking, their “two-units-in-one” 
economy—their immunity to or- 
dinary damage—their easy clean- 
ing—their long service life. 


THEY CUT SERVICE COSTS 


Utilities as well as dealers are 
strong for this feature. They know 
that Chromalox units in a home 
means practically no unit trouble, 
nor profit-eating service calls. 


These units fit all ranges—no 
need to stock up with a big sup- 
ply to fit any range in your terri- 
tory. Get all the facts—use the 


coupon. 


Mail with your business letlerhead 


EDWIN L. WIEGAND CO. 


7525 Thomas Bivd., 
Send me the 


Pittsburgh, Pa. 


“Chromalox Plan’’ book. 


Position .... 
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Parts, 


UNDISPLAYED RATE: 


$1.00 per line per insertion, Minimum 


charge $4.00, (First line In small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 


1 inch $12.00; 


SERVICES 
AND Accessories 


DISPLAYED RATE: 

4 inches $11.50 per in.; 8 
inches $11.00 per in.; 12 inches $10.50 
per inch. (An advertising inch is 
measured vertically on one column. 
There are 4 columns—48 inches to a 
page.) 


Handle your 
radios 
ORANGEVILLE 
bolstered trucks. The only truck with 


refrigerators, ranges, 
kitchen cabinets with 
fully 


patented 


rubber up- out. 


ORANGEVILLE MFG. CO. 


quick change ratchet 

‘ompletely rubber upholstered through. 
Made in convenient sizes. Write 
for details and prices. 


(Columbia Co.) PENNA. 
Manufacturers complete line of Floor Trucks 


GUARD 
PROFITS 
with 
SAFE 
HANDLING 


ORANGEVILLE 


ORANGEVILLE }} 


How to Get RELIABLE 
Temperature Records 
@ You know how important tem- 
perature records are for test or 
installation work. But do you 
know about Practical recording 
thermometers? Endorsed by serv- 
icemen and engineers. Used in air 
conditioning, refrigeration, and 
heating. Unusually low priced. 
Sturdily built. Guaranteed. Give 
dependable records. Completely 
portable and self-contained, 71% in. 


high. Get complete information. 
15 DAY TRIAL: Act at 
once! Ask your jobber; 


or write to us for prices, 
description, guarantee, and 


15 day trial terms Ask 
for the “1938 OFFER.” 
Address: Practical In- 
strument Co., 2717-B N. 


Ashland, Chic ago. 


PRACTICAL 


‘WANDL off 
E 


NO. NO LIFT 
SHOW SOUT 

$ 
1800 
CASTER x75 TRUCK 


MO. 102 BALANCE TRUCK 


LIFTS AND $ 
canes 


Pads, Covers and Bags 


Electric mangle pads and covers, all types 
Washing machine covers. electric heating 


pads, vacuum cleaner bags—al!l types. Ohio 
Textile Speciality Co.. W. 64 Street, Cleve- 
land, Ohio 
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FREE! 


EDITIO 


NEW 1938 


“HOT SHOTS” 100-Page Catalog 


For Vacuum Cleaner Repairmen, 
Appliance Dealers, Furniture Stores, 


SAVE ON! * High Quality, Vacuum 


Cleaner 
*Genuine “RENEW Rebuilt 
Cleaners 
* Guaranteed Armature Rewinding 
* Vacuum Cleaner Rebuilding 


* Nationally Advertised Radios & Appliances 


RE -NEW SWEEPER 


COMPANY 
9591 Grand River, Detroit, Mich. 


Vacuum 


“KEEP IT RUNNING" 


Satisfactory operation is a real contribution 
customer satisfaction. “Keep it running’ 


to 
and 


she'll come back. It’s the repeat sales that count. 


Parts, Services and Accessories can play 
important part in building your business. It 


an 
can 


keep you posted on where to obtain your require- 
ments in keeping your customers’ appliances in 


good running order. 


NO.6 NO-LIFT DOLLY 


all 
ORs 


*SELF LIFTING; 


PIANO TRUCK CO. 


FINDLAY. OHIO 


Replacement Padding 


make 


Replacement padding for all s 

ire Mfgrs found our patente: 
wove cotton padding more emecie nt an 
durable than knit padding. Ask fo sample 
and prices Woven Cotton 
Box 484. Rochester. Minn 


Ce... 
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SEARCHLIGHT SECTION 


(Classified Advertising) 


SELLING : yy MERCHANDISE 
EMPLOYMENT : OPPORTU NITIES’ : : BUSINESS 
UNDISPLAYED —-RATES—— DISPLAYED 
15 Cents a Worp. Minimum Cuarce $3.00\/ndividual Spaces with border rules for 


Positions Wanted (full or part time salaried 


employment only) % the above 

payable in advance. 2 
Boz Numbers—Care of publication New 4 

York, Chicago or San Francisco offices|8 


count as 10 words. 
Discount of 10% 


rates|1 inch 


if full payment is made 
in advance for 4 consecutive insertions. 


prominent display of advertisements. 


GP 7.80 per inch 


Ce FT 7.60 per inch 
An advertising inch is measured! vertically 
on a column—4 columns—48 inches to a 
page. Contract rates on request 


SELLING 
OPPORTUNITIES 


OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 


OPPORTUNITY OFFERED 


SEVERAL TERRITORIES OPEN 

enced electric 
complete line—commission basis, Old exclusive 
Give detail territory cov- 
ered and other lines if any—a real opportunity. 
SW -500, 
Mic -higan Ave., 


range corporation. 


range salesmen 


Electrical Merchandising, 520 


Chicago, 


for experi- 
to handle 


No. 


WANTED 


as Branch and Division Managers 


letter to Jason Hurley 
National Field Sales Manager 

Hurley Machine Company 

Chicago, Illinois 


Hard hitting, producing appliance 


sales personnel wanted for openings 


Send full history and record in first 


OPPORTUNITIES WANTED 


WASHINGTON, OREGON, 

appliance distributor open for electrical and 
houseware specialty lines. 
tors Inc., 


1022 Third Avenue, 


ALASKA—Major 


American Distribu- 
Seattle, Wash. 


Electrical 


THIS MAN KNOWS one thing and knows it 
: That is, how to sell goods in the elec- 


fleld 


knows advertising, merchandising, the mar- 
kets, contractors and wholesalers; in other 
words, he belongs! you'd recognize immedi- 


ately—if named the offices he has held 
you have any thought of putting more modern, 
more aggressive sales push behind your busi- 
ness, this is the man to talk with. To repeat: 
» belongs in a position commensurate 
his fine 
can get in touch with him by writing SA-501, 
Merchandising, 330 West 42nd St., 


record and demonstrated ability 


New York City. 


FEBRUARY, 


by applying modern promotion 
He's been at industrial sales build- 
ing in managerial capacities for 15 years; 


with 
You 


RADIO IN IT’S ENTIRETY! 


“B-A" serves the trade with every need le 


same day received. 


COMPLETE CATALOG AVAILABLE 


BURSTEIN-APPLEBEE CO. 


makes and models. 


Write for Quotations. 


ACE APPLIANCE CO. 
3012 Cermak Road 
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Vacuum Cleaners For Rebuilding 


We carry a large stock of nearly ® 
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SAS CITY. MO 


building 


ComPLeTE 


0. 


CAGO, I 


WE WANT 
TOPNOTCH ENGINEER 
R 


MALL ELECTRICAL APPLIANCES 
large ENGLISH manufacturer with 
mple capital, is expanding. It is now 
lanning a line of small electrical appli- 
nces such as Toasters, lrons, Hot Plates, 
tc, If you have the requisite training 
nd experience in both design and pro- 
uction and can handle men, this is a 
al opportunity to associate and grow 
ith a real Company. 
e man chosen, and his family (if any) 
ill be moved to, and live in ENGLAND. 
| replies will be treated in strict confi- 
ence and should contain complete de- 
sils of education, training, experience, 
arnings, previous and present employ- 
ent. 
searching investigation will be made. 
Reply to Dept. 100 
Electrical Merchandising 
330 W. 42nd St., N. Y. C. 


BROILS 
FRIES 
TOASTS 


* 
yj 


brotlmaster” 


The Gleaming NEW High-low 
Masterpiece for High-powered 
Modern Merchandising 

@Plugs in readily, sits on any table, 
cooks foods faster and better. Com- 
pletely enclosed to prevent spattering 
and hold the vital juices. A.C. or D.C. 
120V. Your customers will GO for this 
beauty. 


WRITE FOR DESCRIPTIVE FOLDER 


Dealers and Jobbers Are Invited to 
Inquire about this New Headliner 


BROILMASTER SALES CO. 
3 Broadway New York City 


The forethoughtful 
electrical appliance 
retailer checks the 
progress of his own 
business with that of 
the electrical appliance 
industry as a whole— 
as reported monthly in 
ELECTRICAL 
MERCHANDIS- 
ING. 


Yes—and he scans the 
advertising pages of 
ELECTRICAL 
MERCHANDIS.-.- 
ING for news of the 
timely, “salable” mer- 
chandise that he knows 
will help him increase 
sales—and profits. 


Coghlin’s Means 


Business 
CONTINUED FROM PAGE 44 


as well as in March and April. 
“Salesmen have a nearly absolute 
control over buying and if they exert 
themselves they get volume. We have 
one salesman, Russell Sage, who 
closed nine sales on the floor one 
rainy afternoon. He leads his col- 
leagues because he is a_ thorough 
demonstrator, follows the technique 
laid down for him by the sales train- 
ing courses sent out from the factory 
and generally ties his personal activ- 
ity into the national activities of the 


| company. 


“We have another salesman, Grant 
Morrill, who is 74 years old and an 
excellent producer. Another one of 
our go-getters is Irvin A. Fisher, who 
has found the user contact plan so good 
he uses it exclusively. In fact, he has 
traced as many as sixteen sales to one 
original user contact. Mr. Morrill has 


been a B.T.U. quota club man for 


three years and produces on a par 
with the most active of the young- 
sters; in fact he beats most of them. 

“We have a number of former in- 
surance men on our sales force. They 
seem to fit in beautifully with our 
training activity and having been in 
the business of making contacts and 
pounding pavements in canvassing, 
they know how to take it and are not 
easily discouraged. Finally, they have 
the key to appliance selling and begin 
to produce.” 

The history of the company is a 
fascinating one. The elder Mr. Cogh- 
lin, reared near Worcester, worked 
his way through Worcester Tech 
making small electric motors. When 
he was graduated, he continued with 
the same company until he managed 
to buy it. Primarily an electrical con- 
tracting firm—in fact, it built a rail- 
road, engineered the huge Shredded 
Wheat plant at Niagara Falls, and 
engaged in general electrical con- 
struction work—the company branched 


| out into appliances as early as 


1917 when it installed the first Iske 
system in Worcester, selling the 
equipment for $600 plus installation 
plus the cost of the box. In 1933 it 
became interested in Frigidaire. 

In the meantime, in 1929 just three 
days before the big crash, the com- 
pany’s store was razed by fire. As 
part of its reconstruction program, it 
decided to go into the furniture busi- 
ness. It was a strange move and the 
reverse of the usual trend, but Ted 
Coghlin explains it by showing how 


| Worcester people, accustomed to 


going to Coghlins for light fixtures 
and wiring work when they were 
planning new homes, pushed the com- 
pany into selling them furniture. The 
lines carried are not price lines, but 
furniture and furnishings of the 
highest type made by leading manu- 
facturers. 

Now the company finds itself in a 
dominating position in every activity 
in which it is engaged, proving that 
allied lines go hand in hand and good 
sales training and supervision for 
the sales force insure satisfactory 
volume and profit. 
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CHIEFTAN 


The new, revolutionary 
self-starting, electrical 
numeral clock... 
Retailing for 


Complete 
with cord and connector 


THE FIRST REVOLUTIONARY CHANGE 
IN TIME TELLING IN 50 YEARS! 


Sensationally different from the 
dial faced clock. 


TELLS TIME AT A GLANCE 


THE CLOCK INDUSTRY’S NEW. 
EST AND GREATEST STIMULANT 


Opens up new avenues of mer- 
chandising and proilit. 


IT’S NEW! IT'S A HIT! 


Cash in Now e@ Go Pennwood 


ACT AT ONCE. ASK FOR CATALOG 
CONTAINING OTHER MODELS AND FULL DETAILS. 
SEE YOUR JOBBER OR WRITE DIRECT TO 


THE PENNWOOD CO. 


Pioneers of Numeral Clocks 


Dept. E 7525 KENSINGTON ST., PITTSBURGH, PA. 
WEST COAST SALES OFFICE: E. R. TREIBER, 470 Daniels Drive, Beverly Hills, California i 


TWELVE NEW RATINGS HAVE BEEN ADDED 
To The 1938 Line of WAGNER FANS — 


Wagner has ome expanded its fan line with 
TWELVE NEW RATINGS so that the Wagner 
fan line now has everything. The new items 
added to Wagner's already comprehensive 
line include 12-inch and 16-inch ultra-quie’ 
styled pedestal fans, 12-inch 2-speed exhaust 
fan, 24-inch and 30-inch, 1-speed and 2-speed 
direct-current air circulators, 
10-inch wall 

x ventilator fan, 36-inch 
1-speed and 2-speed, rever- 


sible and non-reversible, 4- j= 
blade ceiling fans, and a high 
je 9-inch reversible venti- 

ing fan and wall box. 


ee Above is illus- 


trated the new 
Wagner 9-inch 
reversible ventilating fan and wall box. 
At the extreme left is shown Wagner's 
new 12-inch ultra- quiet styled pedestal 


More Sales . . Extra Profits 


THAT'S WHAT THESE NEW ITEMS CAN MEAN TO YOU 


The comprehensive line of Wagner fans has been made 
even more complete by the addition of these new items. 
These new items should enhance the possibilities of fan 
sales to new users and create new interest generally in Wagner fans. 
They should add to the amount of your fan business for 1938. Take ad- 
vantage of the opportunity that these new Wagner fans offer you in the 
way of easy and attractive profits by actively promoting the sale of 
Wagner fans in 1938. Send for literature today. No obligations involved. 


Sen d th is Wagner Electric Corporation P 
| 6400 Plymouth Avenue, Saint Louis, Mo. | Wagner’s 
coupon Gentlemen: New big 


j Please send me a copy of the new 1938 Wagner Fan 
NO Ww! Catalog No. 183. Also give me full particulars about Fan Catalog 


pyour fan proposition. 


pName 


jAddress 


jCity— State 
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Letters 


Trade-Ins Again 


To the Editor: 

Don’t suppose the opinion of an 
insignificant little salesmanager in an 
insignificant little town in southern 

California, means a thing. But, the 
sovishon of same and looking at it, 
will probably relieve mental pressure 
and some satisfaction to the 
writer at any rate. 

The article in 
issue, regarding the increasing vol- 
ume of trade-ins, has taken my eye 
and interest for the past thirty min- 
utes, and I must say something about 
it or I won't be able to forget it and 


give 


your December 


tend to business tomorrow. (This 
being the Sunday after Xmas.) 

It certainly is time and way past 
time that someone who can relieve 


the situation should be thinking about 
what to do with trade-ins. Being a 
dealer and a salesmanager myself, 
and having a wide acquaintance with 
many other dealers, | can state, with- 


out fear of contradiction or of not 
knowing what | am talking about, 
that the dealer cannot do a thing 


about it. 
lf he 
other, 


Except maybe quit selling. 
to jump one way or the 
junk his trade-ins or try 
to recondition them for resale, it 
only means a kick in the pants he 
can’t afford. “So What?” Neither ean 
he afford to just store them. He may 
as well make up his mind he has 
bend over and take the kick. 


tries 
either 


Maybe I shouldn’t worry, because, at 
the rate the electrical dealers are 
going broke, and quitting business 
there won't be many to worry about 
soon. 

Let your conscience be your guide 
ind figure out who is making more 
than just a scanty living out of this 
Electrical Appliance game. They 

uld set up a fund out of their 
profits to take care of junking the 
trade-ins. It will mean more business 
and profits for everyone concerned, 
ind a firmer footing for the whole 
industry in the long run. Sure, there 
are lots of wrinkles to be ironed out in 
the plan, but more things 
have been done. A certain average value 
will have to be set on all articles and 


the public 
efforts 


can expect 


informed, through personal 
advertising, just what they 
to receive for their old ap- 
pliances. If they think the appliance 
involved in the sale is too valuable to 
go under the hammer, on a plan such 
as this, the prospective customer will 


and 


have to keep it, and the dealer would 
lose a new sale. The dealer would 
lose a new sale anyway, and probably 
money tor repairs, service and dis- 
counts, if he took the appliance and 
sold it to another prospect. Then 
there will be chislers and graiters to 
-ontend with, but we have them any 
way, and they usually harm them 
selves more ~ Ae anyone. But I can 
tell you right now that the biggest 


wrinkle to iron out will be keeping 
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the manufacturer and distributor, or 
the one that is stuck for the five or 
ten dollars required to take care of 
trade-ins, from tacking same on to 
the price of the merchandise. As you 
say in your article, the retail price 
now is beyond most of the public’s 
1913 level of wages. 

Well, I just about decided to fling 
this letter into the waste basket, as I 
presume it will be useless and taboo 
anyway. But on second thought some- 
one may be interested. Please do not 
think that I am feeling sorry for my- 
self or my employers as we do not 
have a surplus of trade-ins on hand. 
In fact we would like to have some 
good used appliances. We just don’t 
take in anything on trade except good 
merchandise that can be resold with- 
out repairs and a minimum of effort. 
Of course this policy necessarily 
forces us to pass up many deals that 
the manufacturer, distributor and we 
ourselves would like to have made. 

Anyway I send my best wishes to 
Electrical Merchandising, the trade 
journal that I firmly believe does 
more for the sale of electric appli- 
ances than all the rest of the industry 
put together. 

Ray SCHLOEMER, 
Home Furniture Co. 
Redlands, California. 


v 


Washington Speaks 


To the Editor: 

While I am not as yet addicted to 
writing letters to editors, I can’t let 
your December editorial on utility 
merchandising pass without comment. 
Maybe we are and maybe we are not 
the exception which proves the rule, 
but your editorial is so positive and so 
all-inclusive, that I felt I ought to call 
your attention to the Washington sit- 
uation. 

lo cite two exceptions in the “his- 
tory of one appliance after another” 
which indicate that at least in this ter- 
ritory bus in those lines for the 
whole community has not suffered 
decline—I that Washington 
has one of the highest saturations of 
air conditioning horsepower in the 
country and the Power Company never 
sold a piece of air conditioning equip- 
ment; we are 
increase 
1936, and a 


iness 


bel ieve 


going to show a 55% 
in range sales for 1937 over 
total of approximately 
900% increase in the last four years 
in range sales—this being since the 
Power Company retired from 
merchandising. 

True, our 


active 


sales in some lines are off 
for 1937 over 1936, and maybe I am 
just sticking my head in the sand, so 
to speak, but it will take a couple more 
years’ experience to convince me that 
in this territory it has been a mistake 
for the Power Company to rely upon 
the balance of the industry for appli- 
ance sales. 
Anyway, I 


registered 


feel better for having 
my exception. 
Sincerely, 

J. S. Bartvetrt, 
Managing Director 
The I Institute of Washing- 


ton, D. 
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